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SELL THOSE WINDOW SHOPPERS 
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FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 
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“.s”"— 


brewn on baff 
background. 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blank tickets, show- 
ing the design only, are 
also available. 

We have in stock a com- 
plete selection of designs 
and color combinations. 
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ackground. 


b 


yellow 


a 


“QO"—Biue & 


orange 
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eon deep tan & 
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6 Dozen 
$1.10 


12 Dozen 
$2.00 


The size—1'2” x 254” —is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per grose—$2.25 per 
half gross. 


green 
white backgreund. 





We will send a circular showing actual samples, at your request. 
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COLORFUL AND EFFECTIVE 


WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





SERVICE 


MONTHLY 


CARDS 


HOLDERS 


BLANK 
TICKETS 
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$5.00 
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4.00 
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BJ. J. DESMOND of J. W. and A. 
P. Howard Company, Corry, Pa., 
says: 

“Plain talking is what not only 
the shoe manufacturing industry 
but all business needs, to eliminate 
the increasing number of ‘rotten 
apples in the barrel.’ Industry has 


St) ae 
. - 
& 
Ag: 


handicaps enough from autocratic 
government methods and _high- 
handed labor organizations encour- 
aged by government, without hav- 
ing to suffer and be blamed for the 
tricks of disreputable and unworthy 
persons in our respective indus- 
tries.” 





GEORGE BRANNAN, Arkansas 
representative of the Brown Shoe 
Company, tells in his little pam- 
phlet “SAYS ME,” which he cir- 
culates to his accounts :— 
“Recently a serious-minded, prof- 
it-loving merchant, leaning on a 
rack of 98c. specials on which 
there were too many open backs 


and wedges, asked me what I 
thought women’s shoes for Spring 
would look like. 

“I told him the answer to that 
one was too tough for me, but I 
felt sure there would be a few dis- 
tinctive patterns offered, and that 
we should hope they would not be 
too ‘D-Stink-Tive.’ I told him also 
that I felt certain that any group 
of stylists and manufacturers who 
had in one season jumped from a 
closed shoe with an arch like a five- 
cent watermellon, and with an 8/8 
wedge heel, and made out of every 
known material from Terrapin belly 
to diaper cloth—to an open toe 
with open back arched like a Coney 
Island Roller coaster—over a 21/8 


Louis heel—and made out of every- 
thing heretofore unknown in shoe- 
making ranging from a Penguin’s 
eyelid to Aunt Fanny’s old lace 
curtain, would not disappoint us 
entirely next Spring. 

“Agreed on that—we then talked 
at length about these beautiful, 
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sensible, genteel and gorgeously 
styled shoes being sold for Fall 
and Winter wear. He was happy 
to have shoes made for the woman 
who has always demanded pretty 
but sensible footwear. 

“This season these same shoes 
also attract the woman, young and 


-YouRs wronc / 
~*~ 4 > 


old alike, who always follows the 
parade of fashion, but who this 
past season found many of the 
‘played up’ styles hard to take. So 
now, like her more sensible sister, 
she is ready for a season or two 
of comfort with beauty, if sup- 
ported by fashion. 

“My friend also believes that by 
pushing the sale of these ‘easy to 
fit? and ‘easy to sell’ shoes and 
making this his biggest season on 
woman’s shoes, that he would be 
making a contribution to the idea 
of saner merchandising of women’s 
footwear. 

“He says, too, that the Fashion 
Fixers and Manufacturers should 
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take a look at the profits already 
apparent on an assured volume of 
these smart Fall shoes before giv- 
ing us too many cockeyed patterns 
for Spring.” 


GILBERT FREEMAN of the Free- 


man Shoe Company, Waterloo, 
New York, says: 
“*Price’ merchandise is _ the 


great evil—where everyone from 
the manufacturer to retailer is cut- 
ting away at each other’s throat, 
what else can be expected? My 
idea is to license every one selling 
or fitting shoes—the same as a 
druggist, dentist or occulist. After 
all, where a person is really fitting 
shoes, they must have a certain 
amount of knowledge of bone struc- 
ture. Educate the public to look 
for a certificate of merit in their 
shoe store—the same as at their 
drug, dental or occulist.” 





=_*., 


PAUL KIRSH of J. W. Robin- 
son’s, Los Angeles, says: 

“We need to think more in terms 
of profit and to ‘wake up’ in this 
business.” 








WITH John Purcellio, manager of 
the shoe department of the Herrin 
Supply Company in Herrin, Ill. 
(the largest department store in Lit- 
tle Egypt in Southern Illinois), is 
an enthusiastic and petite little lady 
—Mrs. Christine Mercer. She has 
been with this firm for over a 
decade. She is well-known through- 
out all Southern Illinois and other 
trade centers because of her un- 
usual interest and application, espe- 
cially in scientific foot fitting and 
foot culture, which has proven to 
be a genuine drawing card for the 
store. She handles each patron’s 
individual foot and shoe problem 
with a definite solution by proper ad- 
vice, fitting and massage. 

Mrs. Mercer is in constant de- 
mand as a lecturer on “Greater 
Foot Comfort” before grade’ and 












WHAT SAY YOU? 





—"Do they take us retailers for 
suckers?" exploded Joe Zilch, 
when | dropped into his shoe 
store one day recently. 

—"What's biting you?” | asked. 

—"Them manufacturers,” he re- 
plied, “who are makin’ a lot of 
noise about the great national 
advertising campaigns they're 
going to put on to help us, and 
then don't deliver the goods.” 

—"How come?” says |. 

—"They show us big ads," con- 
tinued Joe, "size of a billboard, 
almost, and tell us how these ads 
are going to appear in national 
magazines and “ read by umpty 
millions of ple and how we'll 
have to call out the state militia 
to hold the customers in line.” 


—"Well?" says I. 
—"'We fall for the ‘blow-ups,’ put 
in some of the shoes and wait for 


the crowd to batter the doors 
down." 


—"Well?" says |... 


—"Them ads," shouted Joe, “ap- 
peared only once or twice in a 
couple magazines that don't go 
to no umpty millions people; and 
some of ‘em was so small you 
could hardly find ‘em in the 
book." 

—"So what?" says I. 

— "All | got to say is, you can fool 
some of the merchants once, but 
two times is too many. Advertis- 
ing is fine an’ dandy when it's 
done right; but no manufacturer 
Boo to kid me again ag 

phoney ballyhoo, m 
through. It’s a cockeyed world 
alright, but I'm beginnin’ to see 
straight." 


(Ed. Note: This is the sort of story 
we're hearing all too frequently these 
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high schools, women’s clubs, vari- 
ous civic groups and recently was 
paid a fine tribute by the state presi- 
dent of the Household Aides of the 
WPA for having furnished and per- 
sonally supplied the only educa- 
tional course of lectures of its kind 
in the state, after complying with 
the request of County Supervisor 
for advising and demonstrating the 
methods of greater foot comfort to 
all the women of 28 units of this 
project, at the city halls at Marion, 
Herrin, Johnston City and Carter- 
ville, Ill. Much appreciation was 
given C. T. Shaffner, president of 
Herrin Supply Company for the 
loan of Mrs. Mercer’s services for 
these lectures. 

Mrs. Mercer says: “There’s no 
place on one’s health program for 
a cheaply constructed shoe.” She 
is an ardent believer in a complete 
shoe wardrobe at all times; and she 
is very enthusiastic about the new 








closed styles for Fal] because of 
both beauty and comfortable sup- 
port afforded the feet. 

Following each lecture or advice 
given at the store, Mrs. Mercer says 
the most common statement made to 
her is: “I had no idea there is so 
much importance attached to how 
we treat our feet.” Is it any wonder 
that the local physicians cooperate 
with this store regarding the con- 
ditions of many persons’ feet? All 
of the salespeople in this depart- 
ment are being trained and are 
applying the principles of scientific 
foot-fitting.” 

* 


AMERICA NEVER STANDS 
STILL 


He bought himself a “Booterie,” 

And purchased lots of shoes— 

Greys, greens, browns, and burgandies, 
Japonicas and blues. 

The salesmen said the styles were hot, 
But customers said, “No, 

We want the ones out at the heel 

And open at the toe.” 

He ordered, “Rush,” the cut-out types— 
Deliveries were slow— 

The styles that people asked to see 
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He did not have to show. 

The season crept along until 

The call began for white; 

The shoes he had not yet received 

Were not the color quite. 

He wired, “If you have not shipped, 

Please cancel them, I pray,” 

The answer came, “So sorry, sir, 

They left freight, yesterday.” 

The spinning wheel of fads then changed 

To saucy, turned up toes, 

So where he will dispose of his 

“The devil only knows.” 

“My shelves are crammed with shoes,” 
he cried, 

“But none that I can sell,” 

Yet when folks asked how business was, 

He told them it was —-?—!—swell. 


He’s in a sanitarium 

And as he daily struts 

If people ask his name, they say, 

“Who? Him? Oh, he is Nuts.” 
—Epwarp R. Tutrie 


- * - 


MARS. MINNIE D. JACKSON, of 
Roos Bros., San Francisco, Cali- 
fornia, says: 

“Over a period of years of ex- 
perience we distributors have de- 
veloped certain tools to work with. 
Of all these tools, our buyer is one 
of the most important. Our ques- 


tion to you today is—are you mak- 
ing it possible for your buyer to 


play by 1939 rules?—or are you 
loading him down with ten-year old 
handicaps and demanding 1939 re- 
sults? 

“First, choose your buyers for 
their selective ability and taste, their 
style sense and color sense, their in- 
quisitive minds for more fashion 
education, more historical back- 
ground information, more construc- 
tive information. Choose them for 
their courage, their creative ability, 
their initiative to develop ideas, to 
know a real idea when they see one 
and to develop it intelligently and 
with confidence. 

“Encourage your buyer to get 
about, go to certain events in your 
community so he may develop a 
feeling about what people are wear- 
ing and will want to wear. Let him 
get the feel of functional clothes for 
active sports, for instance. See that 
he gets the feel of the college cam- 
pus, races, football games, polo 
games, tennis matches, golf tourna- 
ments, first nights at the opera, 
movies, the theatre, art exhibitions, 
hotel luncheons, new books, current 
magazines, and all the other things 


that his customer is living in and 
through. Don’t worry, it may sound 
like the life of Riley—but I assure 
you it’s a real job. 

“Your buyers should have a sea- 
sonal customer habit diary — this 
will tell them the year round just 
what their customers will want, and 
give them essential, specific ideas 
for new and wanted items. And this 
customer habit diary should be 
made up from the buyers’ own 
knowledge of their customers and 
the lives they lead. 

“Regimented standard practice 
for buyers is certainly far from the 
answer to this problem of profes- 
sional buying. Individual knowl- 
edge, initiative and courage and se- 
lective ability far outrank regimen- 
tation in developing a _ buyer. 
Elaborate selling programs aren’t 
the substitute for good buying.” 


. oo * 


FROM far off Denpassar on the 
Island of Java, Gertrude Niesen, 
singing star of screen and radio, has 
received a rare gift from a movie 
fan. It was a pair of shoes—but 
shoes with a story. 

They are bridal shoes, worn only 
on wedding nights, and they are 
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said to have passed down from 
mother to daughter of an East 
Indian family for 325 years. Basical- 
ly the shoes are made of hand- 
carved wood, decorated with jade 
and mother-of-pearl throughout — 
even the soles and heels. 

Strangely enough the shoes, which 
first were worn by a native woman 
early in the 17th century, are exact- 
ly the same shape as the beach 
shoes worn today by our modern 
bathing beauties. 


* 2 . 


Mi. HURT of Hurt’s Department 
Store, Chapel Hill, Tenn., writes: 
“I think the best way to cut 
down on overhead would be to quit 
dressing our stores up as kings pal- 
aces. As long as we do this we can 
expect overhead to rise, and, as a 
result, no net profit and most of 
the time a net loss. I do not mean 
by this that we should not keep our 
store clean, well displayed; but 
anybody that is not afraid of work 
can do this at very little additional 
overhead. A store is a place to buy 
merchandise and should not be 
made into a side show. So let’s get 
back to plain, old every-day facts 
and face them as they really are.” 


“Get me the blue pumps that are three sizes too short, Mandy. I'm supposed to 
register pain and anguish in this scene.” 








“THEY°’LL BE COMING 
DOWN THE MOUNTAIN” 


It Won't Be Long Now Before Skiing Enthusiasts Will Be 

Waxing Up the Old “Sticks” and Making Preparations for 

a New Seasen. And It’s Time fer Retailers to Prepare for 
the Certain Demand for Ski Boots. 


by RAYMOND H. GOODRIDGE 


















WVHEN we set out to assemble material for this article, 
we thought first of the conventional “after-ski” shoe 
which has been so successfully made and sold the past 
several seasons by a few specialty manufacturers. Defi- 
nitely high style, these shoes are especially suitable for 
wear in typieal skiing settings, in the huts at conven- 
tional resorts or in the farm houses or country inns in 
newly opened skiing territory. They are casual and 
colorful in style, often showing a peasant influence and 
usually fleece-lined for softness and warmth, with 
padded soles for additional comfort. Occasionally 
they are made with rubber soles so that they can be 
worn out into the snow. Ideally, they are light in weight, 
easy to slip into—in every way a relief from the heavy, 
tightly laced ski boot. 

But there are many other kinds of shoes and slippers 
which answer all these requirements and which may ap- 
peal to the woman who wants a shoe that is not exclu- 
sively an after-ski boot. With this thought in mind we 
have selected types to include everything from a tail- 
ored oxford, which can be worn with walking tweeds, 
to a soft kidskin boudoir slipper. Since everything 
goes—everything informal and gay, that is—in after- 
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by 
ELEANOR 
RUTLEDGE 


Below: Soft kidskin slipper, a dainty 
new pattern from Daniel Green. A 
youthful little shoe with wedge heel, 
just right for many occasions. Schwartz 
& Benjamin. A new kind of soft 
construction gives stocking-foot com- 
fort te this smart oxford in crushed 
kid with moccasin seams and disk 
heel. Avon. 































































ski costumes, the style-minded woman should have the 
same choice in shoes. If she clings to her tweed skirts 
and sweaters she will like the swagger crushed kidskin 
oxford shown here. If she likes a slightly more formal 
material and style, she may choose the smart black 
suede step-in with wedge heel. This pattern has just 
the right youthful lines to go with the short full skirt 
which is being talked about for after-ski wear. For a 
tailored flannel or corduroy gown or hostess pajamas— 
assuming that she is in her own or a friend’s home and 
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“AFTER-SKI”’’ 







SELECTIONS 


AU Kinds of People Have Taken to Skis as the Interest 


in the Sport Grows Bigger Each Winter. 


And After- 


Ski Costumes May Be as High Style or as Classic, as 


Original or as Conventional, as the Wearer and the 


Surroundings Demand. 


can be very informal—the kidskin slipper with soft 
little bow will strike just the right note. For her tail- 
ored slacks we think she will want the gay little slipper 
with plaid lining. With peasant dresses or skirts and 
blouses or sweaters, she can wear the peasant type boot 
with embroidery or low cut pattern with thong lacing or 





in suede, kidskin, etc. Rubber-soled 


had 
boot with simulated leopard skin upper. 
U. S. Rubber. 


the mediaeval looking soft sole slipper with wide band 
over the instep and side buckle. And for a dashing 
young touch and to match up with her leopard skin coat 
when she runs out into the snow, there is the rubber- 
soled boot with upper in a fabric simulating leopard 
skin. 


And there are other styles that we have not shown 
here. There is a Finnish boot with felt upper, reinforced 
Just the right 
kind of shoe to keep ankles warm and dry when going 


with leather, and a heavy leather sole. 


cut into the cold after skiing. And there is a colorful 
pattern, which comes as an oxford or a boot, with the 
entire upper made of hand woven multi-color peas- 
ant type cloth. 

Plenty 


plenty of opportunity to tell an interesting story to 


of variety in the after-ski picture and 


your customer, if you use your imagination in an- 
ticipating her wants. 


Below: Fleece-lined suede boot with pad- 
ded sole and colorful embroidery. Peas- 
ant type suede oxford with thong lacing. 
Both from J]. Mackey. Soft capeskin in 
the popular moccasin pattern with con- 
trasting piping and plaid lining. Joyce. 
Gay sports socks of pure Australian wool 
from Burson Knitting Company. 

















1 NOW for the big selling 

season of the year. And 
with five Saturdays in Septem- 
ber, it should be a banner 
month. For tomorrow's selling 
plan a big, impressive ad on 
Fall styles. Suggest that smart 
new footwear will add to the 
enjoyment of the Labor Day 
holiday next Monday. 


5 HAVE you made a Fall 

styles announcement 
mailing to your customer list? 
lf not, it should go out this 
week. There should be an at- 
tractive folder or broadside, 
illustrating specific styles you 
have in stock if possible. E 
phasize your popular price 
lines. The mailing should also 
include a brief letter. 


& YOU will need a big, 

attention - getting news- 
paper ad today to bring a 
Saturday crowd of buyers. 
Moke it a smart ad, featur- 


Week, Sept. 9-16. Make your 
copy brief and see that it 


9 YOUR windows should 

feature the most inter- 
esting Fall style displays you 
can devise. Your new Fall 
backgrounds should be in 
place and everything about 
your windows should say 
“NEW.” And be sure there is 
@ price ticket on every pair of 
shoes in your windows! Your 
prices are not a secret! 


6 THE day to make your 
regular weekly check of 
stocks. Your early Fall styles 
have been in stock and on 
display long enough that to- 
day's stock count should give 
you a good line on how early 
styles are moving. If you have 
any slow sellers DO SOME- 
THING about them now. 


NATIONAL MEN'S 
SHOE WEEK begins to- 
day. Have you provided 
lenty of selling help for these 
on Fall Saturdays? You can- 
not afford to let business get 
away from you now. Did you 
move the items featured in 
last night's ad into prominent 
places in your windows for to- 
day? Be sure and have a 
table or two of hosiery. 


1 CHECK your stocks 
again today, and watch 
for outs in best selling foot- 
wear sizes, and in the popu- 
lar hosiery colors. Watch too 
for numbers that have taken a 
sudden spurt in sales, indicat- 
ing that they are becomin 
style favorites. Your stoc 
check is intended to provide 
stock control. Make use of it. 
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Retail Shoe Store 
CALENDAR 
For SEPTEMBER 


LABOR DAY. Your last 

holiday of the summer 
season. Enjoy it, and be ready 
to start anew tomorrow to 
make new sales records in Sep- 
tember. 


7 HOW do you use coun- 
ter tops, low ledges and 
tables in your store? Are 
they devoted to “pretty” dis- 
pleys or to SELLING displays? 
You have a number of lines, 
such as hosiery, polish, laces, 
which will respond immediately 
with increased sales, to dis- 
play (with prices of course) 
throughout the store. 


11 A window of schoo! 

footwear would be very 
appropriate this week. Many 
parents do not really get con- 
cerned about their youngster's 
apporel needs until school ac- 
tually begins. And you will of 
course have a window of your 
smartest fashion footwear, too. 
Make it look as “different'’ 
from last week's displays as 
possible. 


14 HOW long since you 
have made a careful 
inspection of your entire 
premises? With Winter com- 
ing on, it would be wise to do 
this. Watch for fire and acci- 
dent hazards. See thata!! 
trash is removed from the 
pigs - all burned 
out lig any repairs 
to the building necessary? 
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15 THIS would be a good 
_ for oe — 

ing on lootwear 
agi A up your mailing, and 
your window display. Why 
not offer free balloons or some 
such inexpensive give - away 
item to children who come to 
the store tomorrow with their 
parents. Advertise women's 
styles, too. 


9 CHECK your stocks 

again today. Look out 
for slow sellers. They're as 
dangerous as “outs” when it 
comes to ruining a season's 
profits. The minute a style be- 
gins to lag put selling pres- 
sure on it and get rid of it 
instead of letting it hang 
around until clearance sale 
time. 


95 TODAY begins the last 
week of September and 
of course you want to make 


ita one. Start it off with 
the window displays you 
can arrange. And see that the 
displays are SELLING displa 

that will literally pull people 
into your store. Put price 
tickets on every pair displayed. 





99 ALTHOUGH today's 
ads for Saturday sell- 
ing must be on Fall Styles, it 
will probably help the day's 
volume if you feature several 
specials too. A good “buy” 
in women's silk hose is always 
@ business getter. Then too, 
you can name slightly lower 
oo Rag any slower selling 
ir. 
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September Marks the Real Beginning of the Fall Selling 
Season, and Shoe Merchants Should Plan and Prepare for 
an Autumn Promotional Campaign That Will Produce 
Results in Sales and Profits. Here Are Things to Do Every 
Day to Help You Sell More Shoes in September. 


16 THE month of Septem- 

ber is half over. Has it 
been up to expectations? If 
not, you had better give some 
serious thought to what is 
wrong, and how it can be 
remedied. You cannot afford 
to let sales lag during your 
“harvest season" for sales lost 
now are gone forever! 


91 DO you want to get 
more people to come 
into your store? Then why 
not arrange with the local high 
school or college to make your 
store the downtown headquar- 
ters for tickets for football 
games and other athletic 
events? Many stores have 
found this idea worth while 
and a business stimulator. 


9 YOU have made use of 

your mailing list several 
times this month, and no doubt 
a few pieces have been re- 
turned to you by the post of- 
fice because of wrong ad- 
dresses, removals, etc. Be sure 
and revise all these names on 
your mailing list so that money 
will not be wasted on them 
again. 


30 WHEN a good month 
ends on Saturday it of- 
fers an opportunity to get 
one more BIG day on the rec- 
ord. Do not overlook any 
chance to help today's sales. 
Have sales person sug- 
gesting ditional items to 
customers. Liven up your win- 
dows for the day. Arrange 
your specials on tables with 
sale cards. 


18 CHANGE all of your 
window displays today. 
Of course your new displays 
will feature the same lines— 
women's styles, children's 
school shoes, and men's foot- 
wear—but the windows should 
look entirely "different" from 
those of the previous week. 
This is the only way to make 
them do a selling job. 


99 TODAY'S big job is to 
prepare a striking ad 
that will bring in a crowd of 
Saturday shoppers. Feature 
women's Fall style footwear of 
course, and give hosiery a 
good boost too. Do not try 
to get too much in your ad 
or it will look crowded. 


97 THE day for your week- 

ly check of stocks. And 
don't consider it a tiresome, 
tedious job. Regard it as your 
sure preventative of “outs,” 
turnkillers and lost profits. To- 
day's check will show you 
which sizes and colors need to 
be reordered to take care of 
October business. 






















































19 WHAT have you done 

to remind your male 
customers that it is time to 
buy new shoes for Fall and 
Winter? How about a simple 
postal card mailing that in a 
few words tells your customers 
that you have the new styles 
and that your prices are right? 
Mail it today. 





93 IF this is the opening 
day of the football sea- 
son for your local high school 
or college feature it in the 
window. Have all your selling 
force mention your “best buy” 
in silk hosiery to every cus- 
tomer today. It will add a lot 
of sales to the day's total. 





98 REVIEW your plans for 
October today and 
make sure that you have not 
overlooked anything that will 
help your sales for the month, 
Have you built your advertis- 
ing and window schedules for 
the month? Have you looked 
up last year's records to see 
what special events proved 
unusually successful? 
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Unusual lighting effects make Constitution Mall, main espla- 
nade of the New York World's Fair, as spectacular by night as 


by day. 


THE STORES of TOMORROW 


SSWVHEN the engineer decides to project blue light 
and clouds on the Perisphere, he is not just designing 
that one spectacle and stopping there. Actually, he is 
developing new and better sources of light—in this 
case a projector lamp which can well go into the home 
of tomorrow to supplant permanent wall paper, to paint 
patterns of light and color upon walls. Every one of 
the great spectacles of light designed for the Fair literal- 
ly bristles with possibilities of perhaps less spectacular 
but highly important use elsewhere. Truly they are the 
lamps of tomorrow, lighting ‘The World of Tomorrow 
Today.’ ” 

This statement, part of an address by S. G. Hibben, 
director of applied lighting for the lamp division of the 
Westinghouse Electric and Manufacturing Company, 
prompted me to arrange to meet Mr. Hibben for a talk, 
to confirm or correct the impressions I had gained dur- 


ing numerous visits to the Fair to study the architecture, 
color and lighting of the big show, and their effects on 
the future of display in the retail store. I had covered 
every foot of the Fair again and again (but without 
tired “dogs,” thanks to the right shoes) from the Lagoon 
of Nations where some 585 recently developed twin- 
projectors, with a 400-watt mercury-arc lamp and a 
1500-watt tungsten lamp in each, play their part in 
the gorgeous water-fire-color-sound-light show each 
night in the 800-foot Lagoon, to the Futurama at the 
General Motors exhibit at the other end of the Meadow 
of Marvels, where so much light is used (up to 5000- 
watt lamps) that a separate air-conditioning unit must 
blow in 207,000 cubic feet of air a minute to keep 
the 431 one-thousand, two-thousand and three-thousand 
watt bulbs that glow continuously during each 13-hour 
day from melting the sprinkler heads with their heat, 
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by holding the temperature within the glass-enclosed 
Futurama from 90 to 140 degrees. Incidentally, over 
90 watts per square foot are used over the 13,500 square 
feet of the display, and nine different tints of color filter 
are provided. 

Introductions over, Mr. Hibben filled his pipe and 
settled back in his chair behind the desk as I dug out 
some sheets of questions that I wanted to be sure not 
to overlook, and asked him about the blue lights and 
clouds on the Perisphere. 

“First,” said Mr. Hibben, “I wish you would tell 
display men that they should use great care in selecting 
the right light for the right place. Lots of new light- 
ing tools are being developed which can be used effec- 
tively if used with discrimination. Just as a doctor 
must have the right tool for each need in his work, so 
a display man must use the right tools. Among incan- 
descent filament lamps there are some 5000 types, 


varieties and colors. A 60-watt lamp is not just one 


article—there are almost 2,000 varieties of 60-watt 
lamps, from locomotive headlights, traffic lights, air- 
plane control boards to the better known lamp sold in 
the stores. Just as an elementary artist might have a 
concept of the three primary colors, or even the seven 
hues, while the human eye can detect literally hundreds 
of thousands of tones, colors and pigments, all of which 
could be put on canvas by an expert painter, so the 
student of display lighting must conceive the opportuni- 
ties rapidly coming to his command. 

“In the windows of the future we shall have vistas 
rather than one dimension—pictures suited to more 


A child 


mature minds and discriminating judgment. 


believes that everything has solidarity; watch it try to 
pick a picture from a page. We have to visualize depth 


in pictures. To appreciate that, watch the audience 
when 3-dimension pictures are seen with the aid of col- 
ored (Polaroid) glasses. 


In time the present form of 
[TURN TO PAGE 36, PLEASE] 


In the Amazing Spectacte of Illumination at the New York World's 

Fair Are to Be Found a Wealth of New Ideas That Will Be Adopted 

by the Retail Display Man as Part of His Equipment in Providing 
More Effective Visual Merchandise Displays 


by 
Rn. E. ANDRUSS 


While there is light enough 
to get about easily, the light- 
ing in most streets of the Fair 
is so subdued that one has a 
feeling of walking through a 
hasy fairyland, an effect 
gained by holding down light 
intensities. 





Me fio 
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OUTLOOM, 


The Merchant’s Stake in “Purchasing Power’”’ 


ALL retailing is tied up with the term “Purchasing 
Power Prosperity,” and it’s about time that we realized 
“if the public ain’t got no money, it ain’t buyin’.” 

When the public has it, it will spend it—as your 
records show for the big retailing months of May and 
June of this year. 

Let’s look at some official figures on average incomes 
to see where we stand on this subject of purchasing 
power. The NATIONAL INDUSTRIAL CONFER- 
ENCE BOARD, a recognized authority on the sub- 
ject, says: 

“Per capita income in this country dropped from its all-time 
high of $654. in 1929 to $356. in 1933, and then rose during the 
recovery period to $537. in 1937. In dollar terms, the per capita 
income of Germany rose from $279. in 1929 to $421. in 1937, 
that of the United Kingdom from $417. to $500, while nearly 
all other countries made relative gains. It is pointed out in the 
Board’s study, however, that much of the foreign increase has 


come from economic activity related to preparations for war, and 
may not represent a real advance in the economic welfare of 


the population.” 

Let’s go back to the December 24, 1930, issue of the 
Boot anp SHoe Recorper and read what Owen D. 
Young had to say on the opening page of that issue: 

“Let no man think that the living standards of America 
can be permanently maintained at a measurably higher 
level than those of other stabilized countries. Either we 
shall lift theirs to ours or they will drag ours down to 
theirs.” 

It is our belief that every American business man 
has an obligation to uphold—an American standard of 
purchasing power. It is obvious that we cannot sup- 
port an “automobile standard” of living on a “wheel- 
barrow” wage, although—to tell the truth—right here 
‘ and now 20 per cent of the national income goes to 
automobiles, fuel and their maintenance—a slice so 
large that it makes necessary, for wage earners, econ: 
omies and “do-withouts” in everything (including 
shoes) to keep the “jaloppy” running. 

Every business man is trustee to this force we call 
purchasing power. 

How to peg purchasing power and prevent it going 
down to the “ten-cent-an-hour-level” that Wage and 
Hour Administrator Andrews indicates is still in the 
minds of many. Certainly the twenty-five cent an hour 
level is low enough and yet we have had enough ex- 
amples to know that there have been misdeeds even 
in our own industry to evade that low wage. 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


When a manufacturer hides behind a time clock so 
that workers put in an hour’s work before punching 
the clock in the morning and an hour after punching 
the clock at night, there is still evasion of the law. 
When a manufacturer puts in a speed-up system and 
gives a bonus of $1.00 or $2.00 a week for a forced 
increase of output, it’s not quite cricket because the 
men and women so employed are “pressured beyond 
reasonable output.” It’s all part of the game: “the end 
justifies the means” and sweating labor is part of the 
scheme of building shoes at a price set by the cunning 
buyer who can exert the pressure. 

We are in for a little period of “If you want the 
order you have got to do miracles to meet the price.” 
There will be many more tricks done after October 
25, when the minimum wage goes to 30 cents an hour. 

We mention these points because today’s competition 
between stores goes all the way back to the cost of 
shoes at the factory—and the cunning tricks at the 
source to make the price lower than the other fellow’s. 

We had hopes of seeing the minimum Hour and 
Wage Law serve as an instrument of making a fair 
bottom to “Purchasing Power Prosperity,” i.e., “below 
this point no man or woman working for wages is paid 
less.” 

That’s the reason why we need stricter supervision 
of the Wage and Hour Law—to establish the prin- 
ciple—That purchasing power is the beginning of a 
new American prosperity, progressively bettering itself 
in the years to come. 

“But the smoke screen is also cunningly spread for 
other misdeeds. Many company stores in the industrial 
and mining regions have operated for years on the 
system of “food and clothing deductions against next 
pay envelope.” The worker received, at the end of the 
week, a few dollars cash and a handful of papers 
called “deducts.” The Wage and Hour Division now 
makes this ruling: “If store deductions reduce the em- 
ployee’s actual cash payments to less than 25 cents for 
every hour that he worked, the company must pay the 

[TURN TO PACE 45, PLEASE) 
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Heels that 


NE way you can tell whether a 

manufacturer is doing every- 
thing possible to add to the sales 
appeal of his shoes is to see if he’s 
fitting those shoes with the Good- 
year Custom or Wingfoot Heel. 


If he is, then he’s giving your cus- 
tomers the heels they prefer, even 
though it costs the manufacturer 
more to do so. 


Men like the longer wear, the com- 
fort and neat appearance of these 
two heels. And they know they’re 
getting more value for their money 
when they see the name Goodyear 
on a heel. That’s why in repair shops 
more people ask for Goodyear heels 
than for any other kind. 


And that’s why in retail shoe stores 
these Goodyear heels give a greater 
selling advantage to the shoes 
equipped with them! 
om 
Goodyear’s big magazine advertising cam- 
paign is adding more thousands to the 
millions of friends already won by Good- 
year Heels, TAWPS and other Goodyear 
shoe products. 


Wingfoot, Tawps—T. M.'s The Go.dyear Tire & Rubber Company 


THE GREATEST NAME IN RUBBER 


MORE PEOPLE WALK ON GOODYEAR RUBBER HEELS THAN ON ANY OTHER KIND 





Plenty Of “Oomph” 
In New Designs 
From Abroad 


WY HO says shoes are going conservative these 
days? Not your French or Italian designer cer- 
tainly, if we may judge by the shoes on this page. 
What’s more, every one of these shoes dramatizes 
the sole or heel, areas which have seemed to be 
losing ground in the style picture lately. Here they 
are again, however, right up in front and prophetic 
of who knows what future developments in shoe 
designs. 

For the past two years we have been seeing 
and talking thick soles, wedge and all kinds of 
weird and fantastic heels. This Fall we have seen 
the platform, in its modified fraction-of-an-inch 
form, almost die out of the picture. And, con- 
versely, we have seen wedges in a surprising re- 
vival. “La donna e mobile” indeed and perhaps 
the thick sole—in some new version—may stage a 
come-back next Spring. 


The scroll design of the heel is the 

only touch of fantasy in the simple, 

dignified treatment of this patent 

leather shoe with contrasting piping. 
Pinet. 


Thick, multi-color soles dramatize 
these two original models shown at 
the Boot and Shoe Fair at Vigevano, 
Italy. The one at the left is in shades 
of blue. At the right, in reversed calf- 
skin, striped in rose, blue and white. 


The fish, the tanned skin and the finished 

shoe. Here you have the story of a new shoe 

material from Rome. The specially tanned 

skin (known as Sirena) is considered very 
smart for women’s shoes. 


The wearer of this wedge heel stands 

high without the danger of twisting 

her ankle in this model by Pinet in 
multi-colored grain leather. 
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"Shoemaking technique 
keeps pace with fashion. .. . 
UNISHANK construction sup- 
plies the necessary strength 
where it is required in the 


modern shoe.” 


UNISHANK 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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HALF-CENTURY-OLD NEBRASKA STORE 


DOUBLES FLOOR 


SPACE 


Customer Confidence Has Been Main Contributing Factor 


in Successful Growth of Wells & Frost Store Which Re- 


cently Added More Room to Care for Increasing Business 


FRED N. WELLS 
Wells & Frost Co., Lincoln, Neb. 


IMIORE than 25 years in the same location, and in 
business for over 50 years, is the enviable record of 
Wells & Frost of Lincoln, Neb. Originally established 
in 1885 by E. R. Wells as a family shoe store, it is now 
managed by his son, Fred N. Wells, who has been active 
in the business for over 25 years. The store has recently 
doubled its floor space by acquiring 25 more feet of 
frontage, enabling them to now seat 60 to 75 customers 
at one time in the shoe department. 

Mr. Wells attributes the company’s ability to continue 
through adverse conditions until they have become the 
aldest shoe store in Lincoln, to their ultra-conservative 
business policy and to the confidence their customers 
have in them. The store has made many changes in 
the ycars since it was first started, but its policy has 
been to carry on expansion programs only during the 


depression periods and not during the so-called “good 
times.” In this way the firm has not expanded more 
than the business warranted. 

That this confidence of the store’s customers has paid 
dividends is evidenced by the fact that the grandchil- 
dren of the store’s first customers are now buying shoes 
there. Another contributing factor to the store’s popu- 
larity is courteous and prompt service. Prompt service 
is possible because of the company’s policy of having 
plenty of salesmen at all times even though one may be 
idle a good deal of the time. 

Specializing in expert shoe fitting, Wells & Frost have 
no novices among their 12 salesmen engaged in selling 
shoes. All salesmen are carefully selected from men 
between the ages of 35 and 40 and their average experi- 

[TURN TO PAGE 47, PLEASE] 











EN every phase of shoe retailing, fashion, display, merchandising, eco- 


nomics and fitting, Boor anp SHor Recorper is the answer to the sales- 


men’s vital problem “How to Get More Shoes Sold Right.” Because it is 
alive, vital reading to the men who are responsible for your contact with 
the ultimate consumer, it is your most effective and direct way to sell them 


and to keep them sold on the merits of your products. 








[28] 
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What's Showing 


The Colby-Witt Shoe Store in Clay- 
ton, Missouri, brings the public around 
to look at its windows each week by 
keeping everybody informed on 
“What’s Showing At The Movies.” 

A sign of interchangeable letters 
adorns the middle back portion of the 
Colby-Witt window on heavily traf- 
ficed Forsythe Avenue. The sign is 
three feet high and two feet wide and 
the white celluloid letters stand out 
clearly on the black background. A 
8 by 10 glossy print of a scene from 
the week’s feature showing is cheer- 
fully provided by the neighboring 
theatre—not the one a few doors down 
the street—but the largest theatre in 
the neighborhood which is a few 
blocks away. 

Below the movie ad the copy runs: 

“OUR SUGGESTION FOR A 
GENUINE BUY THIS WEEK”. The 
name of the week’s feature shoe is 
listed and its fine points emphasized. 
Two different types of shoes are often 
shown—one for dress and the other 
for sports or knockabout purposes. 

Here is a simple and inexpensive 
method of gaining genuine and regu- 
lar weekly interest in your windows. 
And though people may stop to see 
what’s playing at the movies, if your 
display is attractive, the public can’t 
help but take a good look at the latest 
in shoe merchandise. 


* * #* 


Is Your Footwear 
Waterproof? 

A local shoe store is planning to 
use this realistic idea to display their 
new line of waterproof shoes for Fall. 

In the corner of the window is a 
seated figure of a man dressed in a 
raincoat and wearing a pair of their 
waterproof shoes. Overhead, concealed 
from view, is rigged an ordinary rub- 


A Boot and Shoe Recorder Department 


ps 


® 


by JOHN F. W. ANBERSON 


ber hose with a shower connection. 
The water runs down into a four foot 
square tray which drains down to the 
cellar. Several pairs of shoes are 
placed in the water which is about 
an inch and a half deep. To convince 
a customer that the shoes are really 
waterproof the salesman has but to 
go to the window, remove a pair of 
shoes, and let the customer feel in- 
side of them. 
+ * + 


The Fordham Retailing Market 

One of the most active retailing 
centers around New York is the Ford- 
ham Road district in the Bronx. More 
than fifteen active shoe retailing out- 
lets, in the space of seven blocks, com- 
pete for a considerable residential 


CEGYS 
: 





‘VY BROS. DRY GOODS CO. 








Ea 
ROCKERS 


BY 1. MILLER 


14” 


$10.50 


1. MALER® SHOES AND BAGS—AEVY'S MEZZANINE 











OV Rockin’ Chair’s got ’°em—down 
in Houston. 













trade. To succeed they’ve got to be 
good. Here are a. few good ideas 
picked up there: 


Mirrored ENTRANCE 


The Tru-Form Shoe Store, corner of 
Fordham Road and Jerome Avenue, 
has a very interesting store front. 
Having a fairly small frontage, they 
adopted the single window idea with 
the doorway on the left. On the left 
wall of the entrance, and facing the 
window opposite, is a plate glass mir- 
ror—two feet high and three and a 
half feet wide. At eye level, the mir- 
ror has a number of uses—it reflects 
the shoes in the opposite window, it 
is useful to the shopper in checking 
personal appearances, and it adds to 
the general attractiveness of the 
front. 

In the back of the main window dis- 
play is an attractive alcove for feature 
shoes—three and a half feet wide, fif- 
teen inches high and fifteen inches 
deep. There is just room for three 
pairs of shoes, and with indirect light- 
ing, the alcove and special display are 
a magnet drawing the eye of every 


shopper. 
Fatt Becins 


Down the street the Regal Shoe 
Store is promoting “Five of a Hun- 
dred for Stadium and Street. Five 
feature models for Fall mounted on a 
two and a half foot by five foot slop- 
ing display—five shoes, descriptive 
matter telling the purpose of each, 
five college banners, and the price— 


that’s all. 
* * # 


Free Parking for Your 
Customers 


The shoe retailers of Quincy, Mass., 
a city of 60,000 inhabitants, have the 
usual difficulties in solving the park- 
ing problems of out-of-town shoppers. 
One smart shoe store, Moorhead’s, 
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BEST IDEA OF THE WEEK 
Sandal Bar Drives Away Selling Blues 


(Granp Leaver Store, Fort Wayne, inp.) 


O. P. Ideator—“To be frank with you, I was a bit 
surprised to see the sign in your window saying, ‘Visit 
Our Bar In The Women’s Shoe Department.’ Is liquid 
refreshment being served to lady patrons now?” 


Manager William Deutsch—“I'm afraid you misun- 
derstand. The bar referred to is our ‘Sandal Bar’.” 


O. P. Ideator—“So sorry—what a mistake! But it 


did catch my eye.” 


Mr. Deutsch—“Right! And it has caught the in- 
terest of hundreds and hundreds of women this Sum- 
mer—giving us the best novelty shoe business in the 
history of the store.” 


O. P. Ideator—“And I suppose this ‘bar,’ not more 
than nine feet in length, did it all. It sure has eye 
appeal.” 

Mr. Deutsch—“Your statement of eye appeal is just 
the words to apply to this display. As you can see we 
have arranged two bamboo poles at each end of the 
four foot wide table. 

“The poles are four feet high from the top of the 
table and support a light paper fibre roof, decked out 
in gay colors and bearing the raised letter sign 
‘SANDAL BAR.’ The entire display is so simple and 
yet it has been a major factor in our sandal and 
novelty shoe selling.” ' 


O. P. Ideator—“Tell me, how did you ever decide to 
carry so many types of sandals in stock?” 


Mr. Deutsch—“If you want any business you must 
have the shoes to supply the customers, and to do a 
worthwhile sandal business, you must have plenty of 
sandals.” 


O. P. Ideator—“I notice that your department is 
quite crowded and several customers are standing 
around the Sandal Bar inspecting the shoes while they 
wait their turn to be served.” 


Mr. Deutsch—“Yes, it takc> the customer’s mind off 
waiting and brings to the front one of the first prin- 
ciples of good merchandising— EASE OF SELEC- 
TION. Shoes that can be seen have a better chance 
of selling themselves. Also, we know there isn’t a 
great margin of profit in sandals anyway, so we can’t 
afford to waste precious selling time in needless trot- 
ting back and forth to our stock room for the sandals. 
In dumping our sandals out on the Sandal Bar where 
customers can practically self-service themselves, we 
make money from large volume selling with a mini- 
mum of selling effort.” 


O. P. Ideator—“I notice that your Sandal Bar is not 
a hit-or-miss affair, but just the same, I suppose sandal 
appeal will die as Winter approaches?” 


Mr. Deutsch—“On the contrary, experience has 
shown, sandal sales will continue during the Winter. 
New displays and new models will keep the public in- 
terested. In addition to evening and dressy types for 
Fall, we sell a considerable number of low priced 
sandals for general knockabout purposes. Many of- 
fice and factory workers keep a pair handy at their 
place of employment to break the monotony of wear- 
ing their regular shoes. There are possibilities in this 
sandal business and we intend to pursue it for all it’s 
worth as long as it doesn’t require too much selling 
time and patience.” 


O. P: Ideator—*“That sure sounds like a good idea 
to me.” 








has solved the problem as far as their 
trade is concerned, by making ar- 
rangements with three local garages, 
whereby their customers may park 
their cars there all day at no cost. 
Customers simply drive their cars into 
one of the garages, then present their 
claim check at the store, where it is 
stamped when a purchase is made. 

The stamped claim check is a 
means of notifying the garage that the 
storage charge will be paid by the 
store. The regular price for all day 
parking is twenty-five cents, but Moor- 
head’s gets a special price of ten 
cents. One a week the garage man 
calls at the store for a settlement. 

* * *# 


Models-Go-Round 

The Kitty Kelly Shoe Store, Ford- 
ham Road, catches the trade with a 
whirling display of models and shoes. 
At the front of each window is a cir- 
cular display of three pairs of fem- 
inine legs protruding from a central 
disk. Each pair displays the latest in 


Fall shoes and matching hosiery with 
just a glimpse of an appropriate dress. 

Kitty Kelly has also made good use 
of the windows of the vacant store 
next door with an attractive display 
of their shoes. The sign in the win- 
dow suggests: 

“Shoes displayed in this window 

can be purchased next door at 

Kitty Kelly’s.” 

Not a bad idea as well as an aid to 
the landlord in renting the store. 

_ . 7 


Keeping Track of P.M.’s 


A card, used to keep track of 
P.M.’s at Shine’s Walk-Over store in 
Montgomery, Ala., looks like a meal 
ticket and, according to one of the 
salesmen, is his meal ticket. These 
cards are kept by the cashier and 
when a P.M. is sold she punches the 
amount. After the required $6.50 is 
punched out, the tickets are cashed. 
An inner row of figures are for the 
returns, which are deducted from the 
total. 


O.P.I. 


Sect Srarrers for an active Fall's 
window and display promotion: 

“The right foot forward for Fall” 

“Heavyweights for Fall” 

“Pouring on leather” 

“You'll walk on air in blimps” 

“Buy your shoes in a shoe store” 

“Autumn-time is Suede-time” 

“Too smart for words” 

“Your favorite five” 

“Basic requirements for Fall” 

“What’s new for Fall” 

“Here is our complete Fall ward- 
robe—take your pick” 

“Fall fashion shoe week” 

“One simple step-in-to Fall” 

“Fall days are school days” 

“Smart styles for a smart Fall” 

“It’s smart to be nifty” 

“Smart shoes and you can afford 
them” 

“Come in and have a look” 

“Walking is believing” 

“Toe-room for Fall” 
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Shoe Store Celebrates Town’s Centenary 


Unique store front installed by Fred Moore’s Bootery, Washington, Ia., 
to celebrate town’s one hundredth anniversary. 


WASHINGTON, lowa—To celebrate the 
founding of their town, the business 
men, farmers and inhabitants of Wash- 
ington recently turned the calendar 
back 100 years. 

Back in May the male members of 
the population began growing beards, 
the stores were transformed with wood- 
en log fronts and old-time relics were 
brought out of storage. 

The climax of the celebration was a 
three-day festival on August 8, 9 and 


10, with parades of ox teams, horse and 
buggy outfits and women and children 
clad in old-time costumes. 

The above picture shows the fron: 
of Fred Moore’s (Natural Bridge) 
Bootery as it might have been when 
established in 1863. Since then it has 
changed ownership four times, being 
purchased by Mr. Moore in 1930. 

The three-day celebration was an out- 
standing success, attracting over 50,- 
000 people to this town of 5,000. 





They’ll Be Coming 
Down the Mountain 
[CONTINUED FROM PAGE 15] 


paratively new here, but in its short 
life it has made tremendous strides and 
today it can be safely said that Ameri- 
ean boots, that is those in the better 
class, rival and, on certain points, even 
surpass those of European manufac- 
ture. 

Like those thousands of skiers who 
took up the sport a few years ago in 
this country, American manufacturers 
of ski boots have progressed from their 
amateur standing and are today defi- 
nitely in the expert class. In other 
words, they have become more func- 
tionally-minded insofar as the boots 
are concerned, and this season’s lines 
are definitely made for the job they 
have to do. 

Several new developments in ski boot 
manufacture see the light of day this 
season. One of these, and a very im- 
portant one, is the cushioning of the 
boot through the quarter. This in- 
creases greatly the comfort of the boot 
especially at the ankle, besides making 
it warmer and capable of a tighter fit. 
Sponge rubber cushioning is used on 
the inside of the tongue and around 
the top of the boot for additional com- 
fort besides serving the purpose of in- 
creasing the waterproof qualities of 
the boot. 

Wedge soles are not a new develop- 
ment but are increasingly in favor for, 
aside from eliminating the evil of hav- 
ing snow cake up under the arch, this 


type sole makes for a much stronger 
boot as far as bindings are concerned. 
The thick sole, extending through the 
heel, takes up the tremendous pull of 
the binding throughout its length in- 
stead of just at the heel and thereby 
eliminates the danger of pulling off 
the heel. 

In addition, there is the overlace 
saddle which heretofore was seen only 
in European boots. This overlace al- 
lows the skier to lace up his boots more 
tightly across the instep of the fort, 
thus securing a higher degree of con- 
trol in downhill running. Another de- 
veiopment is the two-place heel groove 
which permits the use of an additional 
binding strap. This extra strap pulls 
from the top of the heel to the ski, 
in addition to the regular strap around 
the heel. This makes for a more rigid 
binding and gives the wearer additional 
control. 

The outside reversed welt, seen in 
American boots last year, is used on 
practically all the better class of boots 
this season. This is a machine adapta- 
tion of the European process in which 
this type of welt was sewn by hand. 

Rivalling the foreign-made boots in 
workmanship, American boots far sur- 
pass the former in the way of fit. 
American boots are made in widths, a 
point that is extremely important as 
far as the perfect fitting qualities are 
concerned. Perfect fitting is one of 
the most important factors to be con- 
sidered in ski boots, for without it, the 
necessary maximum of control is lost. 

Americans play a hard game no 
matter what sport they go into, and 


their equipment must be built to take 
it. Certainly there is no other sport 
that demands more from footwear than 
does skiing and ski boots have to be 
good to stand up under American use. 

The boots shown on these pages are 
for men, but the same features have 
been carried out by leading manufac- 
turers in women’s sizes. 


More Shoes to Europe 


Boston, Mass.—Shoe exports are in- 
creasing, according to a recent bulle- 
tin of The New England Shoe & 
Leather Association. 

“Should the rate of exports for the 
first half of 1939 continue through the 
last half, as is expected, U. S. exports 
of shoes for women, misses and chil- 
dren will exceed the total for any year 
since 1930.” 

The larger gains are in exports to 
Canada and England. 

Several British buyers have been 
here lately, looking for American shoes 
of the novel as well as the staple sort. 
The theory is entertained that England, 
being busy with arming and drilling 
their youth, is going to buy more Amer- 
ican shoes for some time. 


Social Security Savings 


MapDIson, Wis.—The legislature on 
Aug. 11 passed the Duel bill, which ex- 
tends to Wisconsin employers the sav- 
ings made possible by recent amend- 
ments to the Federal social security act 
passed by the last Congress. Accord- 
ing to Paul Raushenbush, director of 
the unemployment compensation de- 
partment, the bill will save 10,000 Wis- 
consin employers more than $750,000 
annually starting in 1940, in contribu- 
tions otherwise payable under the pres- 
ent state act. 


Green Bay Merchant Dies 


GREEN Bay, Wis.—Cecil C. Baum, 48, 
head of Baum’s department store and 
one of the city’s best known business 
men, died Aug. 11 at his home here. A 
resident of Green Bay all his life, Mr. 
Baum entered the employ about 25 
years ago of the department store 
which his father, John Baum, founded. 
He is survived by his wife, a son, two 
daughters and four sisters. 


69 Years in Shoe Trade 


JANESVILLE, Wis.— Bernard Lucht, 
after 69 years in the shoe business, has 
announced his retirement. For the past 
32 years, Mr. Lucht has been associated 
with his son, Paul Lucht, under the 
firm name of the B. & P. Lucht Shoe 
store. 


Sells Oshkosh Store 


OsuxkosH, Wis.—W. E. Mouck, oper- 
ator of Mouck’s Bootery here for the 
past seven years, has sold his business 
to Anthony Snyder, formerly of the 
Henderson-Hoyt Co. 
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4322. Skimore, welt, new professional model. 
Sponge rubber and leather lined quarters and 
tongue. Harness leather instep strap. Three 
full soles and extra wedge in shank. Plain, 
extra hard box toe. Full grain gusset, out- 
side counter pocket, grain leather insole, steel 
arch, felt top band. In stock, last 51, EE 
width, sizes 6-11. 4323 for women—in stock, 
last 56—-D width, sizes 3%-8. 





4311. 
leather. 
leather sole, 


ORIGINAL CHIPPEWA Boots are 
Nationally Advertised . . . Field 
and Stream .. . Sports Afield. . . 
Esquire . . . Outdoor Life... 
Saturday Evening Post. 


CHIPPEWA SHOE MANUFACTURING COMPANY 


(31) 


HIPPEWA 


SKI 


BOOTS 


A great line for more sales and more profits. Feature 
ORIGINAL CHIPPEWA Ski Boots. That's how to win a big 


customer following. 


Many other models in stock. Write 


for complete catalog. 


WRITE 
FOR 
CATALOG 


Skimore, welt, instep strap pattern of Harness 
Plain extra hard box toe, heavy triple 
ski heel with rubber top lift, full 


leather lined vamp and quarter, full grain gusset 
— counter pocket, all brass eyelets, grain in- 
sole, 
51 in stock, EE width, sizes 6-11 
—last 56, in stock D width sizes 31-8. 


long steel arch support, Last 


4312 for women 


felt top band 


Chippewa Falls, Wisconsin 


4320. Yosemite, welt, double oak soles 

with extra wedge from ball to hee! 

Plain hard box toe, ski heel with rub 

ber top lift, full grain gusset, leather 

lined toe, all brass eyelets, grain insole 

steel arch, felt top band. Last 51, in 
stock EE width, 
sizes 6-11. 4321 
for women—last 
56 in stock, D 
width, sizes 3',- 
8. 





Uses Direct-Mail 
System Effectively 


St. Louis, Mo.—Twelve returns out 
of 25 customers solicited for Fall shoe 
business is the present record of R. G. 
Podesta, men’s shoe buyer in Scruggs- 
Vandervoort & Barney Department 
Store here. Desiring to use the “dog 
days” of August to maximum advan- 
tage, he set his staff and himself to 
studying the customer card index for 
possible leads on immediate Fall selling. 

The customer index, Mr. Podesta ex- 
plained, is kept only on those custom- 
ers reguarly selecting higher-priced 
shoes. With such a complete list, cards 
were studied for buying inclinations, 
the present stock checked to make sure 
that the size and model the customer 
would ordinarily require was on hand, 
and as a final step, personally written 
and addressed postal cards were sent 
those customers with homey, honest 
statements why the customer would do 
well to purchase those Fall shoes early. 

It was suggested further that the 
customer’s size, color desire and model 
could be delivered direct te his office or 
home on receipt of a phone call. The 
ecard explained that the shoes might be 
returned after inspection if they were 
not satisfactory. 

General average of the returns from 
such cards show a 12 out of 25 return 
with an average of seven phone calls 
and five calls in person. The percent- 
age amount on such a Fall shoe selling 


promotion can be left to those inter- 
ested in percentages, according to Mr. 
Podesta—who is interested in sales and 
customer satisfaction more than any- 
thing else. 

This type of selling has a sound fun- 
damental basis because men are fairly 
consistent in their shoe purchases while 
women tend to change their footwear. 

Because of this consistency in men’s 
shoe buying habits, especially in higher- 
priced lines, the postcard promotion 
has certain value, yet it must be 
watched carefully. When business men 
are told of one particular shoe, they 
want that shoe in stock, and object to 
taking time off from their office work 
to come to the store if the model and 
size they want is missing. They are not 
satisfied that the shoe can be ordered. 
Experience has shown that men gen- 
erally put off buying shoes until they 
need the shoes, while women buy in ad- 
vance to complete their wardrobes. 

Mr. Podesta checks and rechecks his 
cards and postcards of his staff so that 
a number of men will not be solicited 
by the postcard route on the same shoe 
when the stock on that shoe is low. 
True, he asserted, the full power of the 
customer index cannot be brought into 
force at one time but it avoids a rush 
on the shoes which might cause an un- 
natural sales condition. Thus the gen- 
eral over-all customer traffic can be 
kept on a reasonable sales level. 

The, card system is also considered 
by this department a good one to move 
the “slow-movers”. 


Montello Shoe Co. 
Holds Outing 


Suncook, N. H.—More than 200 em- 
ployees of the Montello Shoe Company 
and their families attended the second 
annual outing at Martel’s Field. At 
noon a dinner was served by a caterer. 

A feature of the afternoon’s program 
was a popularity and beauty contest. 
The former was won by Miss Sophie 
Paskowski while Miss Therea Auger 
of Ferry Street won the beauty contest. 
Judges for the event were E. F. 
Worthen and Phillip Audette of Man- 
chester and Edgar Bellerose. 

Prizes were awarded for 100-yard 
dash, wheelbarrow race, 50-yard dash 
and horseshoe pitching. There was a 
softball game, won by the married men. 
During the afternoon an amateur pro- 
gram was held and the gathering en- 
joyed dancing on a specially built plat- 
form. 

In charge were Donald Wilder, 
chairman; Jesse Welch, vice-chairman; 
Jack McCarthy, treasurer; sports, John 
Lavertue, Jessie Welch, Charles Thomp- 
son, Lawrence Welch, Sadie Bouley, 
Sophie Paskowski; tickets, Vicki Bou- 
ley, Doris Desrosiers, Adrienne Payeur, 
Omer Gagne; solicitors, Lawrence 
Welch, Harry Ducey, Sadie Colby, Don- 
ald Farthing, Spencer Ducey, Grace 
LeBlanc; ways and means, Jessie 
Welch, Joseph Peltak, L. Horne and J. 
Kelley. 
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NOT A SINGLE 
FEATURE 


IN ALL OF THE TWENTY FOUND IN 


ro-tek-tiv Shoes 


WHICH HELP NORMAL FEET GROW NORMALLY 


DETRACT FROM THE STYLE, SNAP AND 
APPEARANCE; OR DO OUGHT BUT IN- 
CREASE THEIR STURDY WEARASBILITY 


Only full grain upper leathers, leather counters, and leather 
heels, and the finest of sole leathers are used by skilled crafts- 
men in making Pro-Tek-Tiv Shoes. Many of our employees 
have been with the company for more than twenty-five years. 
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Read the whole story in our book 


TOMORROW’S SHOES 


TENS-CMBRY 


READING, PENNSYLVANIA 


No matter how roughly treated, the shoes stand up. 


It will tell WHY these shoes excel and it illustrates 
26 STYLES CARRIED IN STOCK 
Send for it today. 


" te be: 





Innes Shoe Co. Opens 
New Store 


Los ANGELES, CALIF.—Opening of the 
fine new three story shoe store of the 
Innes Shoe Co. was held on August 1. 
Every floor was banked with floral trib- 
utes from well wishers in the trade and 
from personal friends of the store man- 
agement. All men’s shoes have been 
transferred to the Hollywood and to 
the Pasadena branches upon the clos- 
ing of the old location. The new store 
has better shoes for women on the street 
floor, with popular priced stocks on the 
lower level, while the second floor has 
the sport shoe section as well as the 
children’s department. 





Open Display Attracts 
Customers 


LARAMIE, WYOMING—A simple open 
display fixture built over an unsightly 
radiator has proved a remarkably ef- 
fective sales medium for The Bootery 
here. 

The fixture is a sloping-topped cabi- 
net which fully encloses the radiator. 
Situated in the center of the store near 
the back, it is the first thing the cus- 
tomer sees as she enters the door. Con- 
sequently it has a tendency to draw 
traffic to the rear and thereby facilitete 
selling of more merchandise. 

The sloping top of the display is 
about two feet wide—sufficiently large 
to provide ample room for two rows of 


shoes. Usually, new styles are featured 
here, the style appeal being spotlighted 
by an overhead showcard. At sale sea- 
sons the fixture is equally effective for 
attracting attention to closeouts. 

The display is changed regularly as 
a means of keeping people coming in. 
Numbers of customers drop in regu- 
larly to get new style information from 
the table and to look for specials. 


Kadison with Crosby Square 


Cuicaco, ILL. — Sylvan Kadison has 
recently taken over the line of Crosby 
Square shoes for the territory on the 
South side of Chicago. Mr. Kadison, 
who is a member of the Chicago Shoe 
Travelers’ Association, was formerly 
with the Longini Shoe Mfg. Co. 
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Shoe Fair Exhibitors to Top All Records 





Leading Manufacturers and Wholesalers from the Industry’s 
Principal Markets Included in List of 645 Room 
Assignments Already Made 


CuicaGco—An unprecedented number 
of display rooms have been assigned 
for the 1940 National Shoe Fair, to be 
held in Chicago, Jan. 2, 3, 4 and 5, 
1940, by the committee in charge which 
recently met in this city. Present at 
this meeting were Harry G. Johansen, 
chairman of the National Shoe Fair, 
and L. V. Hershey, chairman of the 
Display Committee. 

The number of rooms requested for 
exhibition purposes by shoe manufac- 
turers, wholesalers, and those of the al- 
lied trades set a new high and sur- 
passed all previous records for a simi- 
lar number of days at former fairs. In- 
cluded in the 645 display rooms re- 
served are leading manufacturers and 
wholesalers from the industry’s princi- 
pal markets. It required two days for 
the committee to consider the accumu- 
lated applications and make the defi- 
nite room assignments. Each applica- 
tion was carefully studied, with every 
effort made to comply with require- 
ments of each individual manufacturer 
and wholesaler. 

All room reservations were assigned 
according to the rules established in 
the “Conditions of Application.” 

The National Shoe Fair, the fifth of 
these events, is the only all-industry 
meeting, which is approved and spon- 
sored jointly by the National Boot & 
Shoe Manufacturers Association, and 
the National Shoe Retailers Associa- 
tion. The Fair is conducted by a joint 
committee of five members from each 
association who direct all activities and 
approve all plans. 

“The growing importance of the Na- 
tional Shoe Fair, both to the shoe buy- 
ers of the nation, as well as the lead- 


ing shoe manufacturers,” commented 
Chairman Johansen, “is manifested in 
the flood of applications that awaited 
the committee upon its arrival in 
Chicago.” 

“With the activity of the Fair less 
than six weeks old, it may seem a little 
previous to forecast 1940 successes, but 
after considering the aplications for 
the tremendous number of rooms, it 
appears likely that the coming Na- 
tional Shoe Fair will reach a new high 
to top last year’s record-breaking num- 
ber of 1051 displays in the Stevens 
Hotel,” said Mr. Johansen. 

Exhibition floors in the Stevens 
Hotel will be from the third to the 
thirteenth. Members of the allied 
trades will display their products in 
booths in the foyer of the grand ball- 
room on the second floor. While many 
rooms have already been reserved for 
exhibition purposes, there still remain a 
large number of the 1100 display rooms 
set aside for this purpose in the 
Stevens Hotel. 

Anyone interested may secure a copy 
of the 1940 official application from the 
offices of the National Shoe Fair, 
Stevens Hotel, Chicago. 


Sales Increase; Profits Less 


MILWAUKEE, Wis.—Nunn-Bush Shoe 
Co. reports net profit, after charges, of 
$76,312 for the six months ended April 
30, compared with $80,360 in the com- 
parable 1938 period. Net sales the latest 
period totaled $3,028,000 against $2,- 
863,000, while operating costs and ex- 
penses amounted to $2,932,000 against 
$2,763,000 for the previous period. 


Joins Musebeck 


Ad Department 


DANVILLE, ILL.—The Musebeck Shoe 
Company announces the appointment 
of A. E. Hector, former general mana- 
ger of the corrective division of the 
O’Donnell Shoe Company, Humboldt, 


A. E. HECTOR 


Tenn., to their advertising department. 

Mr. Hector has also had an unusual 
experience in the manufacturing end 
of the shoe business, since he was for- 
merly connected with I. Miller & Sons, 
Long Island City, N. Y., and Bender 
Shoe Company, Lynn, Mass., and in 
the retail end, with Abercrombie & 
Fitch and Coward Shoe Company, both 
in New York City. Mr. Hector is also 
well known in the last designing field, 
having spent a number of years with 
the United Last Company. 

Mr. Hector recently attended the Or- 
thopedic Institute School conducted by 
the Musebeck Shoe Company. 








Salesmen at Buffalo Style 
Brown a Os Skip Yoder, John 


Novelty Co.; Ed Bendheim, Wear-Ever 


Bros. Co.; B. Urdung, A. Meltzer. 


Show—Left to right, 

Shoe Co.; W 
pper Co.; Louis Rubin, Rogers 
: Harry Levinson, Hannahson 


Shoe Co.; Harold Davis, Hunn Shoe Co., Joe Karpelis, Superior Shoe Co. 






















: John Mueller, 
Bass, Boston 


Successful Style Show Held at Buffalo 


Interest of Retailers from Canada as Well as from U. S. 
Evident—Expect Heavy Business as Result 


Burralo, N. Y.—While business was 
not as extensive as that written at the 
last Buffalo Shoe Style Show, exhibitors 
at the show, held recently, reported 
that interest of shoe retailers in styles 
was high and that much business 
would be written by salesmen on their 
regular calls as a result of what the 
retailers saw at Buffalo. One signifi- 
cant fact was the greater number of 
retailers from Canadian cities who 
placed larger orders per unit than their 
American friends. Toronto, Hamilton, 
St. Catharines, Quebec and a number 
of smaller Canadian cities were repre- 
served while New York State, ex- 
clusive of the Metropolitan area, and 
Pennsylvania were well represented. 

The conversation among retailers and 
exhibitors was less on business pros- 
pects than on the merchandising appeal 
and possibilities of the new styles. 
Some seemed to think that business 
during the remaining months eof this 
year would exceed expectations. 

In men’s shoes, hand-stained leather 
shoes proved a popular trend. Most 
of these came with heavy perforations. 
Brown seems to be the color that has 
steadily risen in popularity since the 
last show, especially for young men. 
There was a much more masculine look 
to men’s shoes and very thick soles, 
some double soles, were in evidence, 
Brogue patterns were among the lead- 
ers. The Dutch type last was one of 
the new additions to the styles since 
the last show, replacing to some ex- 
tent the square toed types. Leather 
soles seemed to be crowding crepe soles 
to quite an extent. 

Fall patterns in women’s shoes were 


few were shown with small openings 
at the toe. Black was the most favored 





color, it being estimated that about 
70 per cent of the women’s shoes shown 
at the show were in that color. Suede 
held its own. Patents were good with 
side panels of an elasticized gabardine 
and suede. A few reptile leather shoes 
were shown. 

The younger boys’ and girls’ shoes 
followed quite closely the styles of their 
older brothers and sisters, in walled 
lasts and antique finishes. Brown was 
the most popular color. Brown oxfords 
with reptile leather trimmings were a 
novelty that took well. For a dressy 
little miss, patent high-built pumps 
were shown with a very dressy little 
T-strap. Some had the T-strap in rep- 
tile leathers. 

House slippers were shown in a wide 
variety of colors. A new pattern for 
house slippers was a woolly sheepskin 
for men and women in a number of 
different colors. They appeared very 
warm and a departure from anything 
seen before. 

At the conclusion of the two-day 
show, the exhibitors held a meeting and 
decided to hold the next style show at 
the Hotel Statler, January 27 and 28. 

Those who exhibited and their repre- 
sentatives were: Best Shoe Co., H. H. 
Leduc; Bernstein Novelty Shoe Corp., 
William M. Bass; Brown Shoe Co., 
John Mueller; Brilliant Bros. Co.; 
Davidson & Fortune, Robert Leighton; 
Diamond Shoe Co., E. G. Krug; Do- 
brien Shoe Co., H. Dobrien; H. C. God- 
man Co., Columbia Division, S. L. 
Goldstein, Herbert Masofsky; Gaffney- 
Sulkers, Jos. Dunn; Hannahson Shoe 
Co., H. Levinson; Hunn Shoe Co., 
Harold Davis; A. Meltzer, B. Urdung; 
Sol. Mutterpeil; Municipal Shve Co., 
M. Saffon; D. Myers, D. H. Orr; Nu- 
Way Shoe Co., M. Gluck; Pilling Shoe 
Co., M. Yoder; Rogers Bros. Shoe Co., 
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Louis Rubin; Star Shoe Co., M. Shock- 
et; Holland-Racine Shoe Co., M. Alt- 
man; Carolyn Shoes, A. J. Lacasse; 
Reid’s Cushion Comfort Slippers; Cam- 
bridge Rubber Co., E. Bendheim; Su- 
perior Shoe Co., Jos. W. Karpeles; 
Madison Shoe Co., J. Horwitz; Wear- 
ever Slipper Co., E. Bendheim; Wohl 
Shoe Co., P. Shank. 


Carpenter Leases Rutland 
Bros. Department 


St. PererssurG, FLA.—F rank J. Car- 
penter, for 14 years one of the city’s 
leading shoe dealers, has leased the 
shoe department at Rutland Brothers 
store. For the past five years Mr. Car- 
penter has been manager of the Will- 
son-Chase shoe department, and before 
that was connected with the shoe de- 
partment in the Ladies’ Emporium. In 
1926 he formed the firm of Brinson & 
Carpenter. Associated with him in 
Rutland Brothers are John E. Dexter 
who has been with Willson-Chase for 
the past five years, and Cyril R. Tay- 
lor who has been connected with the 
Maas Brothers shoe store in Tampa. 

The section in the store devoted to 
shoes has been completely remodeled 
and is most attractive in a color scheme 
which includes dubonnet floor covering, 
blonde maple furnishings and pastel 
green leather upholstery. The colors 
are repeated in the specially designed 
two-tone boxes, so arranged as to form 
a rich tapestry like background. White 
plateaus for showing shoes take the 
place of cases. These are lighted by 
concealed spotlights. Colored lights, 
ribbon chromium fixtures and spot- 
lighted plateaus are used in the window 
devoted to shoes. 








Fall Styles in Midwest 


INDIANAPOLIS, IND.—Local shoe mer- 
chants report the best clean-up on Sum- 
mer footwear in years. In fact, sales 
were short lived because of the low 
stocks, and the good demand continued 
all during the early season. 

Already Fall styles have made their 
appearance and it is quite noticeable in 
all stores that black suedes are leading 
in popularity. Seventy-five per cent of 
sales in ladies’ footwear are black 
suedes, some browns and occasional 
blues and reds. The popularity of kid 
in style types is unexpectedly high, ac- 
cording to Harry Summers, at Marott’s. 

W. F. Piers, manager at Feltman- 
Curme, reports calls for black and 
brown suedes, with new round toes and 
shorter vamps, and occasionally for 
red and blue in women’s footwear. 
Men’s are all antique leathers, in broad- 
er toes, heavy soles and a lot of perfor- 
ations. One of the outstanding trends 
for Fall wear is the heavier looking 
shoe with hard heels. 

R. L. Noell, manager of Marott’s 
men’s section, predicts a big Fall run 
on antique footwear in Holland type 
last. Heavy type shoes are in demand 
with tips and wings. The trend is to- 
ward heavier looking footwear. 
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Campaign to Make Detroit Shoe Conscious 


Miss Morgenstern on Cruise 
New York— Miss Minna Morgen- 
stern, efficient Secretary of the Shoe 
Club, New York City, sailed Saturday, 
August 19th on the S. S. Carinthia for 


MISS MINNA MORGANSTERN 


a cruise in Northern and Southern 
waters. Miss Morgenstern will visit 
the Gaspé Peninsula, the Sagunay and 
then go Southward to Bermuda. On 
her return she will be “on the job” as 
usual at the Shoe Club headquarters, 
Hotel McAlpin. 


Favor Gradual Wage Increase 


St. Louis, Mo.—A. M. Burton, Secre- 
tary of the St. Louis Shoe Manufac- 
turers’ Association, stated recently that 
that body had gone on record against 
the immediate sharp increase in rates 
to 35 cents per hour for the wage scale 
in the shoe manufacturing and allied in- 
dustries. Mr. Burton reported further 
that his organization was strong in its 
statement that the law should be 
allowed to stand as it is, with gradual 
increase in the wage scale until the 
ultimate in the scale wage would be 
reached in the due process of time, as 
previously planned by law. 

The recent meeting of the manufac- 
turers discussed at great length the 
unanimous vote of the Industry Com- 
mitttee Number 6, under the Fair Labor 
Standards Act, to recommend a mini- 
mum wage rate of 35 cents an hour 
for the shoe manufacturing allied in- 
dustries. It was pointed out that the 
immediate increase of wages would 
affect St. Louis seriously because a 
goodly portion of the 60,000 shoe work- 
ers during average production periods, 
eligible for the 35 cent rate, would be 
in the St. Louis area. 

The discussion developed the fact 
that the wage scale increase would find 
manufacturers wholly unprepared to 
meet this immediate boost of wages and 
that the gradual raise of the wage 
scale was a far more sensible and logi- 
cal method of bringing the general 
scale level up. 


[35] 





Retail Dealers Launch Spectacular Promotion with Radio and 
Newspaper Publicity, Window Display Contest 
and Numerous Other Features 


Detroir— Detroit shoe merchants 
joined this week in their first united 
effort to “Make Detroit Shoe Conscious” 
with a cooperative campaign in which 
practically all leading stores in the city 
are cooperating. The unusual promo- 
tion is being managed by the Detroit 
Retail Shoe Dealers Association. 

On Sunday, August 20, all Detroit 
newspapers featured “Fall Shoe Fash- 
ions,” and newspaper publicity was 
scheduled to continue during the week. 
Several radio stations also carried spot 
commercials on shoe fashions. 

Contest slogan selected for the event 
is “Footwear Leads Fashion,” empha- 
sizing the fundamental importance of 
shoes in fashion trends. This is being 
used as the motif of advertising in 
newspaper and other media by local 
merchants. 

Window displays in all cooperating 
stores emphasized the shoe fashion idea, 
a cash prize of ten dollars being offered 
by the Association for the best window. 
Colorful window cards were distributed 
free to all cooperating stores by the 
Association. 

To climax the promotion, merchants 
held a session at Joe Muer’s, leading 
Detroit night spot, on Thursday, Au- 


gust 24, at $1.50 per plate. Feature of 
this evening was the induction of na- 
tionally known stars of the Detroit 
Tigers, including Hank Greenberg, Bar- 
ney McCloskey, Buck Newsome, Fire- 
chief Rogell, and Benny McCoy, as hon- 
orary members of the Royal Order of 
Shoe Horn Toters. 

Concentrating the message of the 
whole promotion, was the slogan “Talk 
Shoes, Breathe Shoes, and Sell Shoes.” 


Glenn J. Buell is president of the De- 
troit Retail Shoe Dealers’ Association, 
which has this promotion in charge. 
Michael Harris is secretary and Adolph 
M. Goetz, treasurer. 


Gallun New York Branch 
On East 34th Street 


New York—As of Aug. 15, 1939, the 
New York branch of A. F. Gallun & 
Sons Corporation, tanners of Milwau- 
kee, commenced operations at 8 East 
34th Street. This office serves New 
York City and surrounding territory in 
the distribution of various lines of 
Gallun leather. Lawrence F. Davis is 
the resident manager in charge. 
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Sanford Shoe Store Holds Novel Stunt 


How many shoes in this pile? Several thousand pairs of shoes were gathered 
in a contest staged by Ivey’s Shoe Store, Sanford, Florida. 


SANFoRD, FLA.—Ivey’s Shoe Store 
here recently conducted a novel contest, 
in which much good will was created 
for the store, and which boosted the 
demand for new shoes. 

Knowing that nearly everyone has 
tucked away in some corner several 
pairs of dilapidated shoes with which 
they are reluctant to part, Ivey’s col- 
lected a monumental pile of old shoes 
to be given to the Salvation Army. The 
contest was open to boys and girls with 
a major prize of a Packard bicycle; 
second prize, a radio; third prize, a 
wrist. watch, an air rifle and many 
other prizes. 


al 


One of the ways of getting votes was 
by carrying old shoes to the store. One 
hundred pairs per week was the limit 
allowed each contestant and the pile 
placed in the window of a store next to 
this shop gave evidence that each con- 
testant must have been bringing in 
almost the limit. 

Though many of the shoes were not 
so “hot” as far as looks go, there were 
many pairs which could be salvaged 
for use by the Salvation Army. And 
many Sanford residents are “shoe 
store” bound—knowing that they can’t 
any longer postpone buying that pair 
of shoes they’ve been needing. 
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N.S.R.A. Membership Shows 
45 Per Cent Increase 


New York—The National Shoe Re- 
tailers’ Association reports a gratifying 
interest in the latest edition of its 
women’s costume coordination book, 
“Fashion and Footwear,” covering 
shoes, fabrics and accessories for the 
Fall and Winter seasons of 1939-1940. 
A large number of copies have been 
sold since the publication was an- 
nounced a few weeks ago. 

The costume coordination books is- 
sued by the association are prepared 
especially for use by retail clerks in 

























for 


design 
N.S.R.A. Costume Co-ordination Book 
for Fall and Winter season, 1939-1940. 


Attractive front cover 


selling shoes and in helping the cus- 
tomer to visualize how a particular shoe 
will tie in with her costume ensemble. 
They contain swatches of fabrics in 
the predominating colors and materials, 
also swatches of shoe materials, gloves, 
hosiery and accessories, presenting on 
each page a complete fashion picture 
in its proper relation to shoes. The 
women’s book, “Fashion and Foot- 
wear,” is furnished to members at $3.00 
per copy. Retailers who are not mem- 
bers of the association and who wish to 
purchase these books should first apply 
for membership to National Shoe Re- 
‘tailers’ Association, 274 Madison Ave- 
nue, New York, N. Y., as this book 
is available only to members. Shoe mer- 
chants doing an annual volume of busi- 
ness of to $50,000 should enclose with 
their letter of application for member- 
ship the sum of $1.00 for membership 
dues for one year. For stores doing 
from $50,000 to $100,000, the dues are 
$2.00 per year, and for stores doing 
more than $100,000 dues are $5.00 per 
year. 

L. E. Langston, executive vice-presi- 
dent of the National Shoe Retailers’ 
Association, recently announced a 45 
per cent increase in membership for 
the year 1939, making the largest paid 
membership in the association’s history. 
“The increases in membership which 
we have attained during the last three 
years have been accomplished by fur- 
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nishing the shoe retailers of the coun- 
try with dependable information and 
services which they can use every day 
in the operation of their businesses,” 
said Mr. Langston. 

In addition to the costume coordina- 
tion books, major services which the 
N.S.R.A. renders its members include 
a monthly bulletin, National Footwear 
News Survey, summarizing fashion de- 
velopments affecting shoes; semi-annual 
shoe style forecasts, following the 
Spring and Fall Style Conferences; an 





analysis of operating and merchandis- 
ing figures for members who desire 
this service, detailed reports concern- 
ing state and national legislation, in- 
formation on questions relating to shoe 
retailing on request to the association 
headquarters, representation in matters 
of legislation affecting shoe retailers 
and the advantages of the National 
Shoe Fair, which is conducted jointly 
by the National Shoe Retailers’ Asso- 
ciation and the National Boot and Shoe 
Manufacturers’ Association. 





Lighting the Stores of Tomorrow 


projection will be outmoded. There is 
now a tendency in display lighting to 
three dimensions. Lighting will help 
create the illusion of depth, height, 
width—in making vistas, wide horizons. 

“The mercury vapor lamp used to 
illuminate the Perisphere is available 
in numerous wattages from 85 to 1000. 
This lamp is very important in con- 
centrated emphasis lighting. It gives 
more light for the same wattage than 
filament lamps, which means less heat 
and less power when the mercury vapor 
lamp is used. Since the light source is 
concentrated in a small spot, it can be 
focused easily. However, the light yel- 
lowish blue color is not good for many 
things. These lamps will be an ex- 
cellent adjunct to bring out the short- 
wave colors such as blue-white and 
crisp green—to highlight certain light 
sports and daytime wear where the 
filament lamp is not so successful. The 
long-wave colors, such as oranges and 
reds would not look well under mercury 
light, nor would most attire worn un- 
der artificial light. 

“The projection of clouds or of 
slowly drifting colors will turn up in a 
hundred places. While equipment is 
crude, even now such spectacles as the 
drifting clouds on the perisphere, or the 
snowstorm ceiling in Chrysler’s frozen 
forest are tremendously effective. In 
the home or public place we can create 
a cycle of color to give a sunset and 
moonrise effect, right on the wall. 
Dramatic displays will be possible with 
these color pictures. The effect is 
gained by a disk or drum, passed be- 
fore the projector; on this the desired 
effect is painted, or perforated metal 
may be used. At the Eastman exhibit 
they are projecting still pictures in 
color, Ordinary 10-millimeter film is 
used for enlargements 22 feet square. 
The projection of pictures is the coming 
thing in decoration, either stills or 
moving cloud or color effects. This 
Eastman idea can well be adapted to 
the showing of style merchandise in 
windows. 

“With the new fluorescent lamps 
broad light painting can be done suc- 
cessfully through discriminating use of 
the seven colors and daylight. For ex- 
ample, silver looks its best when biue 
is combined with daylight tones, while 
the same combination would ruin the 
appearance of leather goods. While the 


[CONTINUED FROM PAGE 21] 








daylight lamp is not good for reds and 
oranges, the florist would want them, 
as would anyone showing greens that 
enter the ‘cool’ color range. In a silk 
department there might be a combina- 
tion of high intensity mercury lamps 
and filament lamps for general use, or 
with fluorescents in three or four colors 
set in rows controlled by individual 
switches. Fluorescent lamps are defi- 
nitely a selling tool for the retail store. 

“There is available rigid metal 
moulding approximately two inches 
wide by one and one-fourth inches deep 
with wire channel that can be cut any 
length and sockets inserted, so that it 
is possible for the display man to use 
fluorescent light in the new back-light- 
ing effects, or to give color to limited 
areas. It is at its best, however, in 
wall cases, counter cases, and so on 
because it provides cool light and gives 
broad radiation for short distances. 
It is, of course, a lamp of fairly low 
brightness, but not to be used bare at 
close range. 

“The tungsten filament lamp and 
the incandescent lamp are synonymous 
in that they both use tungsten wire 
for the source of light. The chief diffi- 
culty with them is overloading the 
small wires and not having proper 
voltage. Overloading dims light to 
yellow and old lamps get black. Too 
many of these lamps are in use long 
after they should be discarded. 

“The sodium floodlight has little 
place in retail display because it is a 
single light yellow in color, has no in- 
tense lighting, and the units are large. 
It might be used as at the Fair, for 
floodlighting building walls. There are 
two kinds of ‘down lights’—new tools 
that were developed for the Fair, to 
give effective concealed lighting in the 
exhibition buildings. One has the fres- 
nel lens, the other circular lens plates 
set with the ceiling. While they show 
colored surfaces when viewed at an 
angle, the down light is white. The 
louvers—metal rings or cross barred 
grills—are used to conceal the source 
of light and prevent side ray distribu- 
tion. 

“The spotlight is good used in 
moderation, supplementary to the gen- 
eral lighting of the window or the store. 
However, to use it entirely for the 
windows is likely to be expensive and 
[TURN TO PAGE 47, PLEASE] 


















BOOT anpv SHOE RECORDER, August 26, 1929 


To Feature Men’s Shoes 


Ho.iywoop, Cauir.—Foreman & Clark, men’s cloth- 
iers, are to build a new store here at the corner of 
Hollywood Boulevard and Ivar Street with expected 
occupancy of Nov. 1. In keeping with their policy, a 
men’s and boys’ shoe department will occupy an im- 
portant section of the new store. This department, as 
well as all other shoe departments of this group of 
stores, will be under the supervision of E. L. Budding- 
ton, whose headquarter store is at Seventh and Hill 
Streets, Los Angeles. 


C. H. Baker Remodels 


Los AnceLes, Catir.—The C. H. Baker Co. is doing 
a complete remodeling job on their Seventh Street store. 
When completed, it will complement the other fine retail 
shoe stores in its immediate vicinity. 


Zuckerman Made Sales Manager 
Max Zuckerman has joined with Sa-Val of Holly- 
wood organization. He will assist in the styling of the 
Hollywood Screen Star line of shoes and will also act 
as sales manager for the new organization. He expects 
to center his interest in creating shoes that are typical 
Californian. 


[37] 





Foot Specialists Approve 


PLAY POISE SHOES 
Because— 


They strengthen weak feet. They straighten the 
heel bone, leaving free and uncrowded the 
cushion of the heel, the natural area for muscles, 
arteries and nerve passage to the foot. By re- 
lieving arch strain and releasing pressure on 
irritated nerves and foot tissues, Play Poise 
Shoes help the weakened foot achieve proper 
bone alignment and normal circulation. 

These shoes are an outstanding value in the 
corrective field. They will build for you the good- 
will which makes friends for your store and can 
be poseee attractively. 

CARRIED IN STOCK for your greater con- 
venience. 

Write for the PLAY POISE catalog, or have a 
salesman call, no matter where you are 


BEALTE 














TALKING WINDOWS START THE SALE 


For Your World’s Fair 


Window Trim 
PRICE TICKETS and CARDS 


Aquamarine, yellow, 
on white. 








LKING WINDOWS START THE SALE 


Any assortment 
of price tags: 
6 Doz. $1.10 
12 “* $2.00 








Samples on request to show yeu 
how they effectively give you a new 
eolor trim each month. 


Merchants Service Dept. 


BOOT AND SHOE RECORDER 
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eLAY POlse 


Soe? 


5% to &—B, C, D— 
$1.70 

8% te 12—A te D— 
$1.85 

12% te 3—A te D— 
$2.00 


LESS 5%-——30 DAYS 


8% te 12—A to D— 
$1.85 

12% te 3A to D— 
$2.00 


LESS 5%-——30 DAYS 


5% to 8—B, C, D— 
$1.85 

8% te 12—A te D— 
$2.00 

12% to 3—A to D— 
$2.15 


LESS 5%-——-30 DAYS 


VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VIRGINIA 
MANUFACTURERS 














TO 
BUY 


Ballet Slippers 











Carton Labels 


N 


TOLMAN- DAVIDSON 
- E is Pre 








Emphasize Fall Shoe Colors 


Cuicaco, ItL.—Emphasis on new 
Fall shoe colors and styles as related 
to the new Autumn fashions in apparel 
are now beginning to domiate the local 
retail shoe trade. With white shoe 
sales about ended promotions are now 
centered on the new Fall styles both 
for wear now and later. 

A bid for at once suede shoe business 
is being made by Maling Brothers with 
a promotion entitled “Got Those White 
Shoe Blues? Switch to Maling’s In-Be- 
tweens, The Perfect Shoes to Wear 
from Summer into Fall.” The promo- 
tion which features black, »rown, and 
wine suede is further worded, “If 
you’re weary of those old white shoes 
... if you’re casting about for a new 
fashion slant . . . then, lady, what you 
need is a pair of Maling’s In-Betweens.” 

Although black suedes predominate 
in most of the advertisements, brown 
is also receiving special attention. Man- 
del Bros. have devoted several shoe and 
accessory advertisements to “The 
Browns Come to Town” promotion as 
rich glowing accessories to accent Au- 
tumn greens, wines and golds. 

The new roomy pug toe shoes are 
also receiving considerable play. 
“There’s plenty of play room for toes” 
is the phrase being used by O’Connor 
& Goldberg in featuring their new 
elasticized suedes with promotion read- 
ing, “You'll appreciate their new spa- 
cious last . . . that gives your toes that 
wonderful ‘room -to- wiggle’ feeling.” 
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Interesting Program for 
New York State Convention 


Rocuester, N. Y.—An interesting 
feature promised for the coming con- 
vention of the New York State Shoe 
Retailers’ Association, to be held at 
the Seneca Hotel, Rochester, September 
10, 11 and 12, is a skit arranged for 


LESLIE GARDNER 
Oneonta, N. Y. Shoe Merchant and 
President of New York State Shoe 

Retailers Association 


the banquet on Monday evening, to be 
staged by two of Rochester’s most 
prominent bankers, David C. Barry and 
Swayne Goodenough, vice-presidents of 
the Lincoln National Bank and Trust 
Company. While they will inject a 
large supply of humor into this stunt 
their purpose really will be serious— 
advice to shoe merchants who are 
faced by financial difficulties growing 
out of the depression. Both men are 
able speakers and stand high in finan- 
cial circles both here and in New 
York. 

William Pidgeon, past-president, has 
accepted the post of toastmaster, and, 
as announced, Frank E. Gannett, pub- 
lisher, will make the principal ad- 
dress of the evening. Following the 
banquet there will be a pop concert 
for all who register and wear badges. 
No charge will be made for retailer- 
registration. 

Much interest is developing among 
the directors in the Sunday evening 
meeting and dinner in honor of Presi- 
dent Leslie Gardner of Oneonta. Mr. 
Gardner refuses to accept a second 
term and there is much speculation as 
to his successor. More than one hun- 
dred room reservations already have 
been made by salesmen and the leading 
lines of shoes sold in the Empire State 
will be spread. 


Are You Going to 
The New York World’s Fair? 


You'll want to see, in the Incubctor Build- 
ing, the display. of Mrs. Day's Ideals for 
all stages of babyhood—from fabrics te 
flexible walking shoes—from 0 to 8. You 
appreciate this publicity as a sales-building 
asset—want to tie in with it. And while 
in New York plan to visit our office o* 7! 
West 35th Street. 


MRS. DAY'S 
IDEAL BABY SHOE CO 








Add to Store Space 


MINNEAPOLIS, MINN.— New Haven 
Men’s Shop has been selected to handle 
the Hanan line of shoes in this terri- 
tory. This store has absorbed the space 
formerly occupied by the Plymouth 
Shoe Shop, enabling them to do a com- 
plete wardrobe job on customers. 

F. E. Valentine, who has been in the 
shoe business in Minneapolis for the 
past 15 years, is manager of the de- 
partment. The shoe department will 
have central position in the modernized 
quarters. It is expected that the re- 
modeling will be completed around Sep- 
tember 15th. 


Shoe Store Incorporated 


AKRON, OHI0—Economy Shoe Store, 
in business here for the past 20 years, 
has beerr incorporated under the State 
of Ohio with two stores, one in Akron 
at 996 E. Market Street and one in 
Barberton, Ohio, at 531 W. Tusc Ave. 
Herman Feingold is secretary of the 
new firm. 


Air-Kushin Shoes Chartered 


CINCINNATI, O..10 — Air -Kushin 
Shoes, Inc., Cincinnati, has been char- 





Walk-Over are also featuring “Pert 
Pug Toes” in a black glove-calf with 
suede spat-effect tailored shoe with 
“wiggle room for your toes.” 


tered with 250 shares of no par value 
common stock, principals being Edwin 
G. Becker, Margaret Weishender, and 
Alvin M. Loeb. 
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You Can’t Do That; 
“Cease and Desist” on 
Tanners Shoe Co. 


Boston—In a stipulation entered 
into with the Federal Trade Commis- 
sion, Louis Shapiro and Wm. J. Mishel, 
trading as Tanners Shoe Company, 493 
C Street, agreed to discontinue mis- 
leading representations in the sale and 
distribution of shoes and clothing. 

Under the stipulation, the respon- 
dents are to cease representing that 
their firm is the oldest of its kind in 
the United States, or the largest of its 
kind in the world; that no shoe store 
in the world can place before a cus- 
tomer the range of styles, sizes and 
widths that the advertisers or any of 
their agents can offer; that the wear- 
ing of their shoes will keep normal feet 
healthy; that the shoes afford greater 
comfort than anyone has ever known, 
or that a person will make any definite 
number of sales within a definite period 
of time. 

The respondents further agree to 
cease representing by use of the words 
“Direct to Consumer” or in any manner 
that they are the manufacturers of any 
of their products, or that their prospec- 
tive representatives can make profits 
within a specified period of time which 
are in excess of the average net profits 
which have been consistently made in 
like periods of time by its active, full- 
time representatives under normal con- 
ditions. The respondents also agree 
that in computing the period of time 
during which specified earnings or 
profits were made, they will include all 
of the time actually used for demon- 
stration and other services performed 
in connection with either the sale, de- 
livery, or collection of the purchase 
price by the particular representative 
who is alleged to have made such earn- 
ings or profits. 


New Names Are News 
Official Colors for 1940 
Women’s Shoes 


New York—Following are the names 
for the new Spring 1940 colors for 
women’s shoes announced last week by 
the Textile Color Card Association: 

Bluejacket, a dark navy; Airway 
Bue, a light navy; Turftan, a russet 
shade; Malibu Beige, a neutral tone; 
Burma Brown, a reddish brown. 

Bluejacket and the repeated India 
Brown will appear in the Women’s 
Shoe & Leather Card under the head- 
ing of Basic Colors, while the other 
four shades will be captioned Special 
Purpose Colors. 

In addition to the above are eight 
Pastels called Blue Petal, Capri Pink, 
Sunny Yellow, Blue Sea, Bali Coral, 
Parma Rose, Tropic Lime and Aloha 
Violet. Two Patriotic Colors are named 
Federal Blue and Patriotic Red. Six- 
teen colors in all will appear in the 
1940 Svring Card for Women’s Shoes 














LEADERSHIP 











P HE manufacturer of 


one of America’s greatest 
automobiles once ran an 


advertisement entitled 


“Penalty of Leadership.” 


The advertisement pointed 
out that leaders 
beara great respon- 
sibility both to 
themselves and to the pub- 
lic. People expect more of 
them; demand more. More 
eyes are focused on the 
‘leader. The scrutiny is 
even greater of the leader 
than of the followers. 
Leadership entails obli- 
gation to create a constant- 


ly better product. 


Div. INTERNATIONAL 
SHOE COMPANY 





The message contained in 
that advertisement might 
apply equally well to the 


leaders in all industries. 


So it is with Queen Quality 
DE LUXE GRADE Shoes. 
Leaders on every 
count, these out- 
standing shoes are 
the choice of thousands 


to whom the finest is a 


necessity. 

The brilliant new Queen 
Quality DELUXE GRADE 
Shoes are among America’s 
most beautiful. Theirs is a 
beauty, style, quality and 
craftsmanship that easily 


explains their leadership. 


Queen Quality DE LUXE GRADE Shoes 
retail profitably in the $8.50 and $8.75 price field 


SAINT LOUTS 
missourl 


) 


snot COmPant 


Queen Quality Shoes... $6.50 to $8.50 up, including De Luxe Grade 





now in preparation. The Textile Color 
Card Association’s members in the shoe 
and leather industry have already re- 
ceived confidential swatches of the six- 
teen colors. 


Youngstown Show — 
Improves 


YouncsTown, O.—For the first time 
in weeks, Joseph Lustig, pioneer 
Youngstown merchant, who has been 
sick for some time in North Side unit 
of Youngstown Hospital, sat up for a 
short time on August 17. He observed 
his 80th birthday in the hospital a few 
days earlier. He received many bou- 
quets of flowers, a large number of 


gifts, scores of telegrams from out-of- 
town friends, and several birthday 
cakes. Mr. Lustig has been in the hos- 
pital three months and has undergone 
two operations. However, he expects 
to return home soon. 


‘Adition to Gale Plant 


3, Mass.—Rapid prog- 
reSS to é made on the four-story 
addition to the Gale Shoe Manufactur- 
ing Co.’s plant here which, when fin- 
ished, will employ 100 additional work- 
ers. The plant, which manufacturers 
women’s shoes, started operations here 
five years ago with about 125 hands 
and has built its force up to a norma! 
strength of between 500 and 600. 





TO 
BUY 


ll ell ell 


Work Shoes 





STEEL TOE 
SAFETY SHOES 


and 
POPULAR PRICED 
WORK SHOES 


Carried in Stock 
GOODWILL SHOE 


COMPANY 
Holliston, Massachusetts 











Riding Boots 











To Import Indian-Made 


Footwear 


Los ANGELES, CAL.—Al Shelton of 
Hawaii and F. D. Ward have formed a 
partnership under the name of Shelton 
& Ward for the purpose of importing 
British-India made footwear into this 
country and to the islands. Mr. Shelton 
is president and will remain in Hawaii, 
while Mr. Ward will act as general 
manager, with offices and salesrooms 
here. For the past 10 years Mr. Ward 
was shoe buyer for The Liberty House, 
Hawaii, resigning to go into the im- 
porting business. 


Stress Green for Fall 


Cuicaco, ILt.— The importance of 
green as a Fall color in basic apparel 
including shoes is being stressed by 
Marshall Field & Co. in a store-wide 
promotion on this color. With the pro- 
motion headed “high adventure for 
Autumn” the store is promoting deep 
forest green to be worn with a few 
accessories of “swashbuckling robin 
hood red.” Green shoes are suggested 
with the new green costumes to be ac- 
cented with gloves, jewelry, or bag of 
bright red. 
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July Shoe Production Estimate 
Indicates 10 Per Cent Gain 


New York—Production of footwear 
in July is estimated by the Tanners’ 
Council at 34,000,000 pairs, a gain of 
10.6 per cent from the July 1938 output 
of 30,742,000 pairs. Including the esti- 
mated production for July, the total for 
the first seven months of 1939 would 
reach 241,833,000 compared with 215,- 
160,000 in 1938, making a year to date 
gain of 12.4 per cent. Production this 
year, however, was lower than in the 
same period of 1937 when 267,847,000 
pairs were turned out. 

Although current reports from shoe 
centers indicate that Fall buying has 
slowed down, with retailers awaiting 
style developments, a further increase 
in August shoe output is likely. Ac- 
cording to a preliminary estimate of 
production in the current month, based 
on reported operating schedules, pro- 
duction this month will reach approxi- 
mately 38,000,000 pairs. 


Shoe Man’s Son Wed 


ALBUQUERQUE, N. M.—H. H. Hale, 
owner of the Brownbilt Shoe Store 
here, and Mrs. Hale and family re- 
returned recently from Carlsbad, N. M., 
where they attended the marriage of 
their son, William H. Hale to Miss 
Virginia L. Marquess of Carlsbad. 
David Hale, another son who is asso- 
ciated with his father in business, was 
one of the ushers at the wedding. 


Shoe Window in Fashion 
Presentation 


Fayetteville, Ark.—This window, in- 
stalled in conjunction with the Fall 
Fashion Presentation of the Boston 
Store Dry Goods Company, here, was 
one of a series of nine fashion displays. 
The window was elaborate in color light- 
ing and color scheme, orchid columns 
of quilted satin, pink background and 
pastel green drapi being used to 
heighten its effectiveness. 


The Bass Quail Hunter is a favorite with 
sportsmen, ideal for all-around hunting 
purposes. It's popular with dealers, too, 
because it satisfies customers and moves 
fast enough to provide profits. Genuine 
moccasin construction, and features like 
the water-tight overlap seam and ex- 
treme flexibility and lightness, make it 
perfect for year ‘round hunting. Feature 
the Quail Hunter and check up on other 
items of the famous line of Bass Outdoor 
Footwear. G. H. Bass & Co., Dept. BS-24, 
Wilton, Maine. 


BASS MOCCASINS 








Increasing Imports of 
American Leather 


Boston, Mass.—Harold D. Robinson, 
U. S. consular agent at Singapore, ar- 
rived here last year and said that 
Singapore, which buys 95 per cent of 
its leather from the U.S.A., is likely 
to need American leather in increasing 
quantities. 

Trade in Singapore is thriving, for 
Singapore is the seventh largest port 
of the world and is exporting and im- 
porting goods in increasing quantities. 


Canadian Footwear 
Production 


MONTREAL, CAN.—Production of 
leather footwear in June according to 
the Dominion Bureau of Statistics 
amounted to 1,850,673 pairs, a decrease 
from the preceding month of 187,844 
pairs but an increase over last year of 
135,903 pairs. 

Quantity manufactured during the 
first six months of 1939 totalled 11,249,- 
771 pairs against 10,946,853 in the 
same period of 1938. 


Open Popular Priced Store 


MIAMI, FLa.—Miami’s newest shoe 
store is located at 227 N. Miami Avenue 
and is known as Sabin’s Shoes. Popu- 
lar priced high styled shoes will be fea- 
tured for ladies. 
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ber the discount. 


price class. 


Genuine Goodyear welt 

Clear chrome retan BEND outsoles 
Solid Leather insoles 

Full chrome tanned uppers 

Leather quarter linings 

Growing foot lasts, short back 

with broad heel seat and pear shaped 
ankle fit 





Vi ee ‘ t, 
POWHATAN 
FOR MISSES AND CHILDREN 


Read these specifications, then note the prices. 


Ne. 402 
Blucher Oxford 
Coffee Elk 
8% to 12, B.C.D. 
1.32% 


$1.32 
12% te 3, B.C.D. 
$1.40 


TERMS 5% 
30 DAYS 


Remem- 


We believe these the finest values obtainable in their 


Ne. 404 
Moccasin Oxford 
Coffee Elk 


8% to 12, B.C.D. 
$1.37% 
12% te 3, B.C.D. 


$1.45 


THEY ARE 


Send for the new 


MANUFACTURERS 


CARRIED IN STOCK 


catalog to see all the styles. 


Virginia Shoe Company 
FREDERICKSBURG, VA. 


No. 497 
Saddle Blacher 
Oxford 
Tan Antiqued 
10 te 3, B.C.D. 
$1.60 


We show here three exam- 
ples in the new fall line. 
There are many more. All 
are marked by good looks 
and good fit to please the 
children, and good wear 
and low price to please 
the parents, AND 











Milwaukee Business 
Improving 

MILWAUKEE, WIis.—Milwaukee busi- 
ness during July continued to improve 
over a year ago and generally showed 
increases over June, despite having one 
less business day. 

Industrial employment increased 
moderately last month, according to 
the local office of the Wisconsin State 
Employment Service; bank clearings 
and debits expanded; business failures 
improved and the value of building in 
the city increased. 

Retail activity as measured by credit 
reports, gained substantially over a 
year ago, but declined from June along 
seasonal lines. Favorable showing in 
employment was made by the leather 
goods industry with shoe plants gen- 
erally reporting favorable reception of 
their Fall lines. Business generally for 
these companies is running an average 
of 10 per cent ahead of last year. 

Credit reports issued by the Mil- 
waukee Association of Commerce to- 
taled 11,579, which is 19.5 per cent 
under June but 11.5 per cent above last 
July. Records of the association dis- 
close that since 1925 there has been a 
drop in credit reports from June to 
July. 


Artz Buys Martens Stock 


RockFrorD, Ilowa—R. E. Martens, who 
came here from Ohio more than 40 


years ago, opening a men’s clothing and 
shoe store in 1895 in partnership with 
J. McEwen, and who in 1905 bought 
out the McEwen interest and has oper- 
ated the business alone since, has sold 
the complete stock of shoes and clothing 
to Paul Artz of Nora Springs, Iowa. 
Mr. Martens is retiring on account 
of illness. He has been in poor health 


for some time. He has always been 
active in civic affairs. 


Lape Re-elected Councillor 


CoLuMBus, OHn10—Herbert N. Lape, 
Sr., president of the Julian & Kokenge 
Co., has been reelected National Coun- 
cillor of the Columbus Chamber of Com- 
merce for the coming year. 





Remodeled Shop a Prosperity Note 


* 


Arkansas City, Kan.—C. H. Sanderson celebrated the beginning of his 12th year 


as a shoe man here by opening his re 


“Smart Shoes” at 216 South Sum- 


mit Street. The shop is decorated in the Swedish modern style with birch and 


sycamore panels, recessed shelving for stock, and deep beveled mirrors. 


Rose 


and blue tapestry covers the smart chairs in the women’s department; gold tapes- 

try for those on the men’s side. The heavy all-over carpet repeats these colors. 

The lights, ceiling fans, and incidental hardware furnishings carry out the same 
scheme. 
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"The Utmost in 
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12 stytes IN STOCK sizes 2 tos 
SEND FOR CATALOGUE 


S. WATERBURY & SON CO. 


QUALITY FIRST SINCE 1820 
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Odette Line to Be 
Advertised Nationally 


Sr. Louis—For the first time since 
their introduction Odette Shoes, manu- 
factured by the Brown Shoe Company, 
St. Louis, will tell their story to the 
public in a national advertising cam- 
paign this Fall. Odette Shoes cover the 
entire range of styles and types in the 
popular price field: high-style shoes, 
walking shoes, casual college patterns 
and even the arch-type utility shoes. 

In general, the Odette picture for 
fall is one of simplicity. The extremes 
and fads of the past season are left 
behind. Odettes feature beauty of line, 
fine detail and glovelike fit. Shoes once 
more look like shoes. This mocd is in- 
terpreted in the Odette line with a 
sophisticated dignity that should appeal 
to smart women everywhere, as the 
—_ are both flattering and comfort- 
able. 

Most patterns are well closed up. 
There is a predominance of built-up 
pumps that adapt themselves to easy 
fitting and eye-catching appeal through 
hidden gores. Built-up oxfords are also 
strong. 


Another pattern in the Odette line 
expected to find great favor is the spat- 
type shoe. One particularly smart ver- 
sion, available in black, is a suede spat 
on patent leather with three tiny but- 
tons down the side of the spat. This 
is to be found in different combinations 
of materials and colors. A rich brown 


kid with spat of suede is very effective. 

By way of colors, along with the 
blacks, there are some beautiful rich 
tones of burgundy, green and brown 
that will have ready acceptance as just 
the right note for many fall ensembles. 

In materials suede is way out in 
front, followed by soft kids, plain and 
stitched. Many shoes feature an effec- 
tive combination of suede with kid, 
suede with patent, or kid with suede. 
Braid trim on suede forms a simple but 
beautiful design on many patterns. 
Alligator and smooth leathers are also 
used for trim. 


The new easy-fitting lasts achieve the 
same comfort and freedom of the toe- 
less shoe with a difference of outline. 
We see instances of the walled toe, and 
also the short round toe types that are 
expected to be much in demand during 
the coming season. 


Kali-sten-iks New Catalog 


THIENSVILLE, Wis.—The Gilbert Shoe 
Co., here, has just sent to their fine 
list of dealers and friends their new 
Fall and Winter catalog, and this color- 
ful booklet, as usual, does justice to 
the line, being compact, of pocket size, 
and easy to order from. Emphasis is 
given for the first time to the X-Ray 
process for accurate inspection. Also 
ad-mats supplied to their dealers are 
shown, but bound, in this booklet. Colors 
of leathers in each shoe have been ac- 
curately reproduced, and a new art 
design on each page fits into the Fall 
and Winter picture. 


Ohio Leather’s Spring Colors 
Favorably Received 


New York—George Mealley and 
Miss Doris Beechman of the Ohio 
Leather Co., just returned from an ex- 
tensive western trip, report favorable 
reception of their new Spring colors. 
Shoe manufacturers were enthusiastic 
about all the colors shown, indicating 
the probable response to the official 
colors which will be on display at the 
Leather Show in September. 

Ohio has two blues for the coming 
season—“Gypsy Blue,” a beautiful dark 
tone, which will blend with all the new 
blues in ready-to-wear fabrics, and 
“Summer Blue,” which will be used only 
as a trimming on white. “Gypsy Blue” 
corresponds to the Textile Color Card 
Association’s “Bluejacket,” and “Sum- 
mer Blue” to their “Airway Blue.” 

“Araby” is Ohios name for their tan, 
a real, honest-to-goodness tan with no 
rosy cast about it, which corresponds to 
the T.C.C.A. “Turftan.” As a fourth 
color, they are repeating their “Afri- 
cana” or mahogany brown, correspond- 
ing to the T.C.C.A. “Burma Brown.” 
This brown, with a slight rosy cast, 
will be wearable with many costume 
colors and will be very effective with 
the Spring pastels, especially pink and 
blue, possibly taking the place of last 
Spring’s wine shade, which smart 
women wore with these colors. There 
is no interest in wine “right now.” 

In response to the strong interest in 
red this Summer and Fall, Ohio has 
a brilliant “Lipstick Red” which will 
be an effective color for trimming. 


Cooperative Retailing 

RocHEsTer, N. H.—Local shoe stores 
were among the sponsors of Rochester 
Dollar Days, a cooperative merchandis- 
ing event which attracted considerable 
additional business for firms here, 
August 11 and 12. Those participating 
included Feineman’s, Endicott Johnson 
and the Ross Shoe Store. 
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John H. Beebe 


Boston, Mass.—John H. Beebe who, 
until his retirement on January 1 of 
this year, was associated with the well- 
known leather firm of Lucius Beebe & 
Sons, died recently at his home in 
Wakefield, Mass., at the age of 75. He 
was the son of Lucius Morris Beebe 
and a brother of the late Junius Beebe, 
Boston banker. 

Mr. Beebe was born in Baltimore 
and came to Boston when he was 16. 
During his entire business career he 
was associated with Lucius Beebe & 
Sons. He was a charter member of the 
Wakefield Club, a member of all the 
Masonic bodies in the city of Wakefield 
and a member, as well, of Aleppo 
Temple. 

Surviving are two sons, Marcus 
Beebe, 2nd, and John H. Beebe, Jr., 
both of whom live in Wakefield, and 
one sister, Mrs. Joseph P. Battles, of 
Flatbush, N. Y. 

Funeral services were held Aug. 15 

New York—That motion in a display is an effective attention-getter is proved at his late home, 5 Common Street, 
by the success of the Douglas shoe exhibit in the “Man—His Clothes—His Sports” Wakefield, followed by burial in Lake- 
building at the New York World’s Fair. The Douglas “Wheel-that-Walks,” shown side Cemetery. 
at the right of the picture above, is the moving part of the Douglas section, and Fa 
has captured the interest of fair visitors from the first day the building opened. 
n all the world, there are only three of these “Wheels-that-Walk.” One is Axel H. Wallerstedt 
used by the United States Bureau of Standards in Washington to test shoes. 
owns the other two—one on exhibition at the New York World’s Fair; Des Moines, lowa—Axel H. Waller- 
stedt, 71, operator of a shoe shop here 


other in constant use at the Douglas factory where it runs day in and day . 
, subjecting shoes to stresses and strains far greater than the shoes would ®t Sixth Avenue and Walnut Street for 
get in years of walking. fifty years, died recently at a local hos- 


Shoe re Display Attracts Attention at Fair Obituaries 
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pital. He had been ill of heart disease 
for several weeks. 

Mr. Wallerstedt was a native of 
Switzerland where he learned the shoe 
cobbling trade and came to Des Moines 
when 12 years old. He was one of the 
few hand cobblers in the state and his 
work was always much in demand. 
Many prominent Des Moines people, 
especially of the older generation, went 
to him for their riding boots and always 
had great satisfaction in wearing shoes 
made by him. 

The funeral was held in a local 
funeral home and burial was in a Des 
Moines cemetery. He is survived by 
his widow, a daughter and three sons, 
all of Des Moines, and three brothers. 





Death Closes Career 
Of Veteran Shoe Man 


CINCINNATI—Of distinct shock to the 
entire shoe industry, is the announce- 
ment of the sudden death of Edwin L. 
Franken, vice-president and a director 
of the Potter Shoe Co., Cincinnati. Just 
a few weeks ago, Boot AND SHOE RE- 
CORDER printed the news of Mr. Frank- 
en’s advancement to the office of vice- 
president of the Potter organization 
after an association with this well 
known firm for over 40 years. 

“Eddie,” as he was known colloqui- 
ally to hundreds of shoe men, manufac- 
turers and retailers alike, started his 
shoe career at the fitting stool and 
almost up to the time of his death, 
personally supervised the fitting of 
shoes in the men’s department of which 
he was manager, before his promotion. 

To have known Eddie Franken was 
to have known a most likeable person- 
ality. There was something indefinable 
about his make-up which caused one 
to “warm up” to him the moment you 
were introduced to him. “Eddie” was 
possessed of a keen understanding of 
human nature; he had that valuable 
ability of “getting along” with every- 
one; of making and holding friends, 
and his presence at the National Shoe 
Fair each year was the occasion for 
renewing friendships throughout the 
whole industry. 








Mr. Franken was a member of the 
Syrian Temple, Nobles of the Mystic 
Shrine, Cincinnati Lodge, F. & A. M., 
Cuvier Press Club, Kiwenis Club, Mi- 
ami Country Club, Cincinnati Retail 





EDWIN L. FRANKEN 


Merchants’ Association and the Na- 
tional Retail Shoe Club. 

His passing will be a loss to the Shoe 
industry and likewise to his many per- 
sonal friends. 


Fred W. Estabrook Passes On 


NasuHua, N. H.—Fred W. Estabrook, 
87, financier, and for many years presi- 
dent of the Estabrook and Anderson 
Shoe Company, here, died August 19. 

He served as a Republican national 
committeeman from 1908 to 1920, and 


was chairman of the New England ex- 


ecutive committee during the late Presi- 
dent Taft’s campaign. 

He had held directorates in many 
corporations, including the General De- 
velopment Company of New York and 
the National Shawmut-Bank of Boston. 
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Dates to Remember 


Monthly Shoe Buyers’ Day, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 

August 28, 29, 1939 


Monthly Showing Michigan Shoe Trav- 
elers Association, Hotel Statler, De- 
troit, Mich........ September 11-12, 1939 


Annual Convention, New York State 
Shoe Retailers Association, Hotel 
Seneca, Rochester, N. Y., 

September 10, 11, 12, 1939 


Monthly Shewing, Michigan Shoe 
Travelers’ Club, Hotcl Statler, De- 
troit, Mich. ......... September 11, 1939 


Official Opening of American Leathers 
and Style Conference for Spring, 
1940. Waldorf-Astoria Hotel, New 
WHEE: wab<caencat September 18, 19, 1939 


National Industrial Stores Associa- 
tion Convention, Lord Baltimore 
Hotel, Baltimore, Md., 

September 25, 26, 27, 1939 


Shoe Manufacturers Spring Opening, 
E. A. Richardson, Manager, Hotels 
New Yorker and Pennsylvania, New 


York City ...December 3, 4, 5, 6, 1939 
National Shoe Fair, Hotel Stevens, 
NOD paes bescebcte Jan. 2 to 5, 1940 


Charlotte Shoe Show, Hotels Charlotte 
and Selwyn, Charlotte, N. C. 
Jan. 7, 8, 9, 1940 





George Sorg 


RICHMOND, VA.— George Sorg, 78, 
who retired several years ago from 
active business after a life time spent 
in the retail shoe business under the 
name Sorg & Co., here, died recently 
in a Richmond hospital after a short 
illness. He was a native of Richmond. 


William A. Brockwell 


RICHMOND, VA.—William A. Brock- 
well, 73, who for a number of years was 
engaged in the retail shoe business in 
Petersburg, Va., died at lis home in 
that city recently after a long illness. 
Mr. Brockwell was a native of Peters- 
burg. He is survived by his widow and 
three children. 














and shoe departments. 





—John Doe, Traveling Salesman, wonders why it 
is so difficult to get his line into Grade A shoe stores 


—The answer is simple—his line isn’t advertised in 
Boot & Shoe Recorder and has no “rating” whatso- 
ever with the Man at the Fitting Stool. 

—The sales person in a retail or department store can make 
or break a line of merchandise, a franchise, or a trademark. 
POINT-OF-SALE is *he most delicate and valuable contact 
in the whole scheme of merchandising. 
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O-G Launch New Men’s Line 


THE YEARS BIG NEWS 
in SHOES FOR MEN 
PRESENTED TODAY: 


O6 hal lous 


“and they're Flexnap Lined” 


A sensational NEW SERIES - oon + oe = 
men thet ore... WITH pty tek 
" sobavt 





O’ CONNOR & GOLDBERG 


205 STATE ST. South, at Adems 


835 63rd Street. East Milwoukee A 
©-G STORES FOR MEM OPEN TUESDAY, THURSDAY AND SATURDAY NIGHT 





This full-page advertisement from Chicago Tribune 
heralded the promotion by O’Connor & Goldberg of a 
new series of styles in men’s shoes with Flexnap lining 
and various other quality features. Harry Silver, men’s 
shoe buyer for O-G, whose success in promotions of 
this cheracter is nation-wide, reports a gratifying re- 
sponse to the initial publicity in his campaign. 





The Editor’s Outlook 


[CONTINUED FROM PAGE 22] 


employee in actual cash enough money to make him 
receive 25 cents in cash for every hour that he has 
worked since October 24, 1938.” 

We cover these points in the belief that they are 
tremendously important to national wage level stand- 
ards which, in turn, translate themselves into Purchas- 
ing Power Prosperity. If we can make this law effec- 
tive, we may see, before Christmas, a very perceptible 
rise in the Purchasing Power Prosperity of this coun- 
try. It’s a good law—if lived up to. 

This week agricultural workers step into the same 
classification of Hour and Wage legislation, with proper 
exemption being given to the growers and some “first- 
processing” farm workers. 

The shoe merchant has a stake in all this because, 
with good purchasing power, he has good business; 
without it—red ink. 








Pattern 3882-B 


MOHAWK upholds 
fine shoe styling 


Smart shoes and smart Mohawk Carpets just 


naturally go together. For Mohawk Carpets, 
rich in color, design and texture, are the right 
style background for fine shoes. And the deep, 
cushiony pile of Mohawk Carpets turns test- 
ing steps into steps that sell. Mohawks are 
built to stand up well—to wear long under 
heavy store traffic. Priced to fit the mainte- 
nance budget of all types of stores—you'll find 
the texture, color and weave for your store’s 
needs. Write Mohawk first before recarpeting. 


MOHAWK CARPET MILLS, Ine. 
AMSTERDAM, NEW YORK 


AGAIN WE SAY 


MOHAWK 
as 


STAGE YOUR SMARTEST STYLES 
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SALESMEN WANTED 


SALESMEN WANTED 


LINE WANTED 








We want several consistent pro- 
ducers to carry our factory line of 
women’s corrective type walking 
shoes that retail for $3.00. 

We are interested in salesmen who 
are now selling department stores 
and good rated retailers. 

Please tell us in detail what line 
you are now carrying, territory you 
travel, and type of accounts you 


eall on. 
Address Box 388, care 
BOOT & SHOE RECORDER 





239 West 39th Street, New York, WN. Y. 








tap velame tovetory te 
Conteal “states et % - 

1  saety 2 Ne line 
of Women’s Footwear prices 
pal gf mig Page My ye BR GH — 
years. ho. degre a__mone 6 aes ae 
salesman desires a Ly og my 
tion. Address #384 & hoe. Re- 
corder, 239 West 39th Strest, New York, N. Y 





MAgoRAqrunss of outstanding line of 
Welt and Sport 
SPRING. 1940, Sales 
Campaign. Has open for expe les- 
men who are able to 
territories: GEORGIA, F 
ALABAMA, N. & S. 
GINIA, W. VIRGINI 
MARYLAND, OHIO, MICHIG 
TUCKY, TENNESSEE TLLINOLS, 
DIANA, KANSAS SNEDRA s. 
DAKOTA, MINNESOT. OTA, s WISCONSIN, 
and NEW 


y refer 
ability. ‘Address "$392, 
& Shoe “Recorder, 239 West 39th 
Street, New York, N. 


SALESMEN, now waveiing Be the below named 
territories, to sell sideline of 
STOCKED-IN-WIDTHS “GOODYEAR WELT 
Service Oxfords and Shoes in the $3.00 to 
$4.00 retail field. Strictly commission basis. 
Give full information regarding 

ply; age, length of time travelin 

type of line you now carry; number of accounts 
you now sell. All information held confidential. 
TERRITORIES OPEN: NEW ENGLAND 
STATES, DELAWARE, MARYLAND, VIR- 
GINIA, W. VIRGINIA, OHIO, MICHIGAN, 
ILLINOIS, 1OWA INDIANA, NSAS, 

NEBRASKA, EORGIA, FLORIDA, ALA: 
BAMA. Address #393, care Boot & ee > 
corder, 239 West 39th St., New York, N. 





SALESMAN for Middle West. New York line 
of novelty Shiccas retailing $7.50 to $8.50 is 
open for a wy Ay meg Wonderful 


opportunity to right ress #394, care 
Boot & S Secor, “ 239 West 39th Street, 
New York, N. Y. 

YOUNG OR MIDDLE AGED SHOE SALES- 


' MAN, capable, sober, steady, as assistant 
family shoe st 








welts. Address #387, ca 
corder, 239 West 39th Street, New York, N. Y. 


wt EL AND BOYS’ LINE WANTED: Ex- 
enced salesman with ¢ buyer-acquaint- 
ance £73 New York, Philadelphia, Saeeere, and 
Washington is open for a good medium 
line of men’s and boys’ 7 Has cove 
territory for years and a splendid record 
of sales to his credit. Bat of references fur- 
nished from dealers and manufacturers. For 
further information address #381, care Boot & 
yak. Recenter, 239 West 39th Street, New 
or 


West COAST LINES WANTED: Enpest- 
enced and well known shoe sa! ravel- 
= Bag Coast, with headquarters in Ay An- 

seeks non-conflicting lines of women’s 
sandals, novelties or sport shoes. Address 
Harry R. Bancroft Hotel, 40 West 72nd 
Street, New York City. 








HELP WANTED 








WANTED: 


Experienced Lesting and Making Room Fore- 
man in New on land factory making shoes 
and slippers, Mc Littleway and Cement 
Processes. 


Gtve careful detail as to previous experi- 

ence, also age, references and salary desired. 

Address 374, care BOOT AND SHOE eaeqeoen. 
239 West 38th Street, New York, N 














FOR LEASE 





POSITION WANTED 


GENERAL MERCHANDISE MANAGER 
OR Se os ae ae DENT: 











SALESMAN WANTED FOR VIRGINIA BY 
LISHED MANUFACTURER 


EST 
OF. MISSES, GROWIN G GIRLS 
ne TS TO RET 


AAO 
TREET, NEW YORK; 

















ness for 30 building—can give lease 
to suit sell on account of ill- 
= Fr. Ratett’s Dept. Store, Mount Kisco, 
ew 








TO LEASE 
MEN'S SHOE DEPARTMENT, 6,600 students, 
1,000 connected various departments of col- 
lege; good pay roll; very little competition; 
splendid opportunity either. chain or inde- 
pendent. Low overhead. Lauterstein's, Col- 
lege Station, Texas. 

















FOR SALE 


SHOE Paddy 1 complete; single space shelv- 


ing, four sand pairs; chairs, rugs, safe, 
incidentals; ein Sarasota, Florida. 
Rents seventy- -five dollars first year, one hundred 
three hund it. 


ty takes 
Venetian Boot Shoppe. Inc., 35 North Miami 
AvVenue, Miami, Florida. 











Opens Family Store 

Sratessoro, Ga.— Roy Green has 
opened a new retail shoe store in the 
Holland Building on Main Street, here. 
It will, it is understood, be a family 
store. 











75 cents. For all other classified 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


number is desired twelve words should be added for the address. In all other cases each word of the 


classified advertisements is $5.00 an inch with a maximum of 46 words. 
advance. 


Closed ndvortsing i payable 
SF Advertisements for this page must be in our New York office on Friday of the week preceding publication “W® 
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~ WANTED TO PURCHASE 





PATENT ATTORNEY 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Iac. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone saad 2-5180-518i 








tal 
i Arch Preserver Quali | 
ae Stetson, Red Si’ Ones sung, 2 
IRVIN BRUBIN 
“The House of Jobe” 
88 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shees 
from or 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















Half-Century-Old Nebraska 
Store Doubles Floor Space 


[CONTINUED FROM PAGE 26] 


ence in the shoe business is over 15 

Customers, especially parents 
bringing their children to have their 
feet fitted, have more confidence in these 
older men. Special att»: ‘ion has always 
been given to childr~:» “*tings in order 
that their feet be star ed right. 

The Wells & Frost store does not 
specialize in any one price field but 
carries a complete line of shoes for each 
class of customer, at prices ranging 
from $1.95 to $11.50. The laboring 
man, the clerk, the business man and 
the man with a high income can all find 
shoes to fit their purses. The average 
stock carried is about 17,000 pairs, 
although this is exceeded at certain sea- 
sons of the year. Women’s shoes are 
carried in sizes up to 12 and men’s up 
to 14 in all widths. Selections from 
these larger sizes are not restricted; if 
a customer asks for size 14 triple A, 
the store has several styles for him to 
choose from. A large stock of ortho- 
pedic shoes are also carried, but Wells 
& Frost make it a definite policy not 
to recommend any shoe as a cure for a 
foot ailment, but suggest the customer 
see a doctor. 

The store’s reputation for being able 
to fit practically any foot is well known, 
shoes being sent by mail-order to 
Alaska, India, the Hawaiian Islands, 
South America and to two-thirds of the 
states. Most of these orders are from 
people who have lived near the store at 
some time or have heard of it. 

The most important price groups of 
women’s shoes are the $3.95 and the 
$6.50 lines. These comprise 90 per cent 
of the sales of women’s shoes. Men’s 
shoes sell best in the $3.95 and $5.00 





groups, though a good business is done 
by the store in the $2.95, $6.50 and 
$11.50 lines. 

For the first time in their history 
Wells & Frost this year started show- 
ing and selling Fall styles early in 
June. This was because the public de- 
manded them. Dark shoes were worn 
late in the Spring and women are con- 
tinuing to wear them through the Sum- 
mer, causing the sale and display of 
Fall shoes a month earlier than usual. 


Dates Set for ATAE 
Convention 


WASHINGTON—Business and politics, 
anti-trust laws, labor and wage-hour 
acts, cooperation between governmen- 
tal agencies and educational institu- 
tions with trade groups, and public re- 
lations in its many phases are topics 
to be discussed at the annual conven- 
tion of American Trade Association 
Executives to be held at the Westches- 
ter Country Club, Rye, N. Y., Sept 20- 
28. The convention will open with a 
luncheon at which Senator H. Styles 
Bridges, Republican, of New Hamp- 
shire, will discuss “Business and Pol- 
itics.” 

The remainder of the first day will 
be devoted to consideration of public 
relations and the consumer. The sec- 
ond day’s program will include ad- 
dresses on the anti-trust laws, Wagner 
Act and wage-hour legislation as they 
relate to industry, and the relationship 
of colleges of business with trade asso- 
ciations. Development of new markets, 
and the value of statistics and business 
exhibits furnish topics for the third 
day, which will terminate with a golf 
tournament. The final day will be 
spent at the World’s Fair where a spe- 
cial ATAE program is being arranged. 


Downtown Store Adds 
Larger Line of Shoes 


DALLAS, TEXAS—A new shoe depart- 
ment has been added to the Victory 
Wilson store, featuring the Taylor- 
Made line of popular-priced shoes. 

The new department will replace 2 
smaller stock of low-priced shoes. The 
new line will have a price-range grad- 
ing up from the former low price. 

The addition of the new department 
in the air-conditioned store is a con- 
siderable increase in size over the for- 
mer arrangement. 





¢ AIR 
CONDITIONED 


$300 g UP 


gg 


oh ennox 


$T. LOUIS 











No Mis-Mates with Mate Marks 
2450 2450 2450 


TY / 
c= 


—/ 








Lighting the Stores 


Of Tomorrow 
[CONTINUED FROM PAGE 36] 


difficult for the average store. In stores 
like Macy’s or Best’s, the facilities are 
great enough to permit very successful 
use, by skilled light specialists, as is 
necessary in all ‘stage’ lighting. The 
store that uses the set-in ceiling lights, 
is doing much to overcome the objec- 
tionable bare, bright light, or the high 
intensity light in a bowl, while still 
getting direct light. Bright globes give 
discomfort. Marshall Field took out 
their complete globe system to put in 
concealed lights. 

“There are two other points I should 
like to make,” said Mr. Hibben, when 
I finally asked if I had failed to cover 
the subject completely with my ques- 
tions. “First, that the user of light, 
once he grasps certain fundamental 
principles, should take pains to set up 
a miniature stage, representing his 
windows, to use as a testing stage. 
Second, to consider the value, the 
actual rental value, of his windows. A 
store that rates a window at $150.00 
a day as some stores do, expects that 
return in merchandise sales. Lighting 
to make that window most efficient is 
a matter of comparatively small cost. 
See that it is properly lighted. The 
most wonderful tools in the world are 
of little value unless correctly used.” 
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Expects Populprity of 


Spat-Types 

Fr. WAYNE, IND.—William Deutsch, 
manager of the women’s shoe depart- 
ment in the Grand Leader Store here, 
believes in the elasticized shoe with 
the tendency to the spat type with 
two or three buttons, for the Fall sea- 
son. He thinks the well-fitting fea- 
tures of this new shoe will be wel- 
comed by his trade and already he has 
noticed sharp interest in this line. 

Black suede bids fair to be a strong 
leader and side gores have promise 
when it comes to future selling. Colors 
that seem to have the best possibilities 
after the black season which appears 
to be so likely, are "“u-gundy, brown, 
green and blue, accoraing to the way 
Mr. Deutsch views the selling parade. 

Green will not be pushed heavily in 
dressy types, but will get more interest 
in sports models, the way he sees it. 
Steady through-the-season seller for 
this department will be the Cuban heel 
with the lace-to-toe feature. It has been 
showing strong in early selling and is 
expected to continue a popular favorite. 

Knob toes—more in the novelty line 
—are coming along with renewed sell- 
ing vigor but are expected to wane 
later in the season. Real surprise for 
early Fall selling has been the interest 
in the Dutch type shoe with the air- 
plane heel, which has been a good fol- 
lowup in black suede from the popu- 
larity the shoe knew during the Sum- 
mer season in plain white. The ties in 
this type of shoes have been the most 
popular. 

This 70-chair department started a 
good Summer in brown and white spec- 
tators, with late Summer showing an 
unusual swing to interest in black and 
white spectators. Mr. Deutsch does not 
know how to account for this sudden 
change in the popularity of colors, but 
believes it should be taken into account 
for the next warm weather season. 

Mr. Deutsch does not feel that the 
open heel and open ts shoe is entirely 
out of the picture. Hy: has sold a num- 
ber of these shoes iu the past season 
and believes that they will continue to 
pull buying atteation in the Fall 
although not in huge volume selling. 

Alert display methods and suggestive 
selling worked wonders in sandals for 
this Ft. Wayne shoe department. Hun- 
dreds of pairs of sandals in every con- 
ceivable shape and type were moved 
out to his trade and made him appre- 
— the quantity possibilities in this 
shoe. 


Wins Trip to World’s Fair 


Mewpuis, TENN.—Frank T. Thane, 
who won a $100 check and a free trip 
to the World’s Fair with all expenses 
paid in a nationwide contest sponsored 

Nettleton 
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